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This study addresses the issue of comparing TV
advertising and parental influence on the cognitive, attitudinal
and behavior responses of the children. It stems from the
recognition that the debate between critics of TV advertising
effect on children and researchers is basically a debate between
two theoretical models of TV influence.
In the first model, it is believed that TV has strong
carrying effects on children, and is considered as the major
socializing agent of children (Winn, 1977). In this model, the
role of the parents is difficult. They are presented as
disapproving witnesses of the alleged effects, having given up the
frontal fight against the TV. In this model, nothing stands
between TV and the child: its influence is direct and unmediated.
On the other hand, when looking at educational and
socio-psychological research concerning the effects of TV on
children (Ward et. al., 1977, Adler, 1980, Atkin, 1975 Reid,
1979 Robertson, 1977 Rossiter, 1975), a different model is
emerging. All educationalists and psychologists consider that no
influence of TV can be predicted unless the conditions of its
reception are known. As Gadberry et. al. (1978) suggested that
parental restriction on television viewing has a great impact on
children. In other words, the most important variable is the
family education around exposure to TV: are the parents present,
do they speak with their children about the programs, what are the
interaction control held by the parents....?
Tn tenth mnthodolgies, the context of exposure, the
2conditions of reception and culture are generally left aside.
Therefore, the focus of this study is on TV advertising and the
child: the exposure effect and family education which unlikely has
been carried out in the place like Hong Kong.
The present research purposed to answer the following
questions:
1. Do heavy viewers differ from light viewers in terms of
attitudes, cognition and behavior?
2. In case such difference appear, would they hold true, if one
controls for the parental influence?
To answer these questions, two forms of the questions
were used to tap parents' and children's responses. In addition,
children's exposure data are collected. That is to say, the
child's exposure level to TV will be used as the independent
variable in this study. Then, parental influence will be used as
mediating/control variables. Then the cognitive, attitudinal and
behavioural effect on the children will be considered as the
dependent variables in this study.
The findings it generated within the same grade in Hong
Kong were quite similar to those previous related researches in
other countries.
Firstly, it was found that there is no significant
relationship between exposure and cognition. It can be explained
that exposure to TV advertising is not a direct 'cause-effective'
process. Therefore, the result indicated that the exposure effect
on the cognitive, attitudinal and behavioural changes of the
Form-one students is not as strong as the parental influence.
3The parental-child communication, in particular has a
significantly high correlation on the three dependent variables.
And the attitude of the students is very much affected by this
variable. Thirdly, it was evidenced that product purchase request
(buying behaviour) is not significantly correlated with parental
control.
Based on the above findings, it can be concluded that
parental influence on the students' TV viewing in relation to the
TV advertising is very important. Family education without doubt,
plays a significant role. Therefore, more research in this field
will be needed.
STATEMENT OF PROBLEM
Television Viewing and Family Education
Over the past thirty years a host of research studies
has sought to determine just what are the effects of television
viewing on social behaviour (Gadberry, S. and Schneider, M. 1978;
National Institute of Menatl Health, 1982). In particular, study
after study has attempted to establish whether or not the watching
of programmes by children and adolescents is a direct cause of
later aggressive behaviour.
Yet today all these studies can tell us for certain is
that for some children, under some conditions, some television is
harmful and that for most children, under most conditions, most
television and television advertising are probably neither harmful
nor particularly beneficial. And we still know very little about
how families, as distinct from individual family members, interact
with and use television in their everyday life. Also, the role of
TV advertising in this aspect in relation to family education will
be of great concern herein.
As long ago as 1974, a survey of the role of television
in children's experience, and of parent's attitude towards
television for the children( IBA Audience Research Department,
1974) requested that television be studied in the home
environment. Later, Lalor, M. (1980) called once again for more
studies on family interaction with television and TV advertising,
and for a research approach which uses the family as the unit of
analysis.
ORGANIZATION OF THe STUDY
The dissertation is divided into six chapters
Chapter one provides background information, a statement
of the purpose, and an analysis of the study's significance to
help the reader comprehend the problems concerned with the
exposure effect of TV advertisina to children.
Chapter two presents a review of relevant literature and
a discussion related to the framework employed to study the
communicative process of TV commercials.
Chapter three presents the research design and
methodology used in the study. The subjects, procedure used, types
of questionnaires, dependent variables, and the experimental
hypotheses are discussed.
Chapter four contains an analysis and interpretation of
the data collected in the research process.
Chapter five summarizes the findings. Also discussions
and recommendations are made.
Chapter six presents the global view of the study and
the findings it generated, as well as author's conclusion.
Limitations of the study are also mentioned for future research.
CHAPTER I
INTRODUCTION
I. BACKGROUND OF THE STUDY
Television (TV) is one of the greatest communication
mechanism ever designed and operated by man. As Marshall McLuhan
(1967) argued that 'medium is the message.' He postulate that the
kind of medium used to convey a message may be more important than
the actual message itself. Therefore TV is under fire from
parents, teachers and doctors, after becoming the most popular,
pervasive and profound activity in the world over the last twenty
years (Large, 1980) People are taking a critical look at the
effects of TV on children, on health, on leisure activities, on
family life on education.
For million of people, TV is virtually a constant
companion which serves as window to the outside world (Liebert,
1973,). But perhaps more importantly, as Schramm (1961) stated
that TV has the power to bring group values and attitudes into our
homes and into our children, in particular. Because of the
availability of the TV sets at homes, obviously children today are
growing up in an environment that includes the TV messages and
values as a crucial part of human experience (Winn, 1977) So, for
many researchers, it is important to know how parents mediate the
effects of TV viewing. For example, they may set rules about how
much TV a child watches, and they may routinely agree to buy or
not to buy products or services which children want, if these are
seen as engendered by TV advertising. That is to say, the
formative years of our children are very much nurtured and
influenced by the 'electronic babysitter'- TV at home. Prof. Neil
Postman (1980) has pointed out that TV is actually the first
curriculum of the preschoolers made in the home environment.
How much TV do children watch? How much TV commercials
are children exposed to? Are TV exposures becoming a passive,
deadening activity of the children if parents and teachers do not
guide them and teach them to watch critically? What aspects of
children's reactions to TV program advertising are affected by
particular parental attitudes? What types of parent- child
relationship would better facilitate the child's understanding of
TV program and advertising? What are the relationships between
exposure, cognition, attitude and behaviour of the children?
However, answers to these questions are very complex and
complicated. So it is the researcher's interest and intention to
look at one specific area of TV into a greater depth- TV
Advertising and the children.
The issue of TV advertising directed to children is not
new. It has a history dating at least from the early 1960s. In
America, the public has expressed their concern regarding the uses
and abuses of TV advertising for children. Some critics feel that
any TV advertising directed at children is unfair and unacceptable
while some defenders feel that any regulation of advertising
practices is an abridgment of rights in the society. Apart from
these, the family communication patterns and the social uses of TV
are also the popular concepts to be discussed and examined.
Professor Thomas S. Robertson (1985) summarized findings from
research in this area done in North America. Parents generally
express negative attitudes about advertising in spite of the fact
that it provides financial support for TV programming in the U.S.
commercial broadcasting system. Jean -Noel M. Kapferer (CESA,
France 1983) also presented findings from an empirical study
comparing TV advertising mother's influence on children's
attitudes and values. Such research reported that heavy viewers
become more 'materialistic' in their attitudes and outlook than do
children who watch less TV. Therefore Kapferer (1983) argued that
one must control for the influence of parental attitudes towards
TV viewing. Since then, the issue of children' TV advertising has
taken many forms and principles, but it seems to be based upon
four fundamental concerns, as suggested by Adler et. al. (1980).
They are as the followings:
1 Children are exposed to advertising for products or
categories of products (i.e. drugs and heavily sugared
foods) that may be hazardous if misused.
2. Any advertising directed at children is in fact 'bad'
because it exploits their vulnerabi1ity.
3 Specific techniques used in TV advertising may be deceptive
or misleading to children, who lack the skills to evaluate
them properly.
4 Long-term, cumulative exposure to TV advertising may have
adverse effects on the development of children's cognition,
attitudes and behaviour.
(Adler, 1980)
Of course, the concerns that listed above would
definitely arouse the attention and curiosity of many researchers.
However, in this study, the researcher' focus will be mainly on
the second and the fourth concern. One significant issue, the
second concern, which has always been the controversy over the
effects of TV advertising is a general recognition of the
limitations and consequent vulnerabi1ity of the children as
viewer-subgroup. It is because children's exposure to TV
advertising differ from those of adult in many wavs. For examDle.
the idea the TV advertising stimulates purchase requests by
children is widely assumed. Ward, S.(1986) stated that some people
base their concerns about TV advertising's effects on children on
their perceptions of age-related differences in children's
abilities to properly evaluate advertising. But he also indicated
that research on age-related differences in children's response to
advertising might be less important than research in other areas
like family influence peer group influence. Thus, it is an
interesting subject to be exploited in the field of educational
psychology media communication.
The fourth concern, about the exposure effects of TV
advertising is also the most important issue amenable to this
study, since it relates to the very existence of medium which
advertises directly to children. As J.J. Boddewyn (1979)
suggested that heavy TV viewers at all age levels are more
'vulnerable' to advertising persuasion because of their greater
aggregate exposure to commercial messages; children's attitudinal
defenses to advertising increase with age the behavioural effects
of advertising on children is mediated by family structure and
interaction.
n-ivpn the relatively recent emergence of concerns about
advertising and children in America Europe, it is generally
accepted that children are exposed to a tremendous quantity of T
programming and commercials. The 1978 Pye survey (1) in Britair
found that on average two children in every aged 7 to 17 years,
watched TV from three to five hours a day, or 21- 35 hours c
week. According to US Nielsen's finding (1979) (2), it is assumec
that high school graduates spent some 22,000 hours with TV sets
and may have been exposed to as many as 350,000 commercial
messages. Reports recently (Neilsen, 1981) were, in ascending
order: 23 hours a week for teens; 25.75 hours a week for 6-11
years old; 29.25 hours a week for adult women. This pattern has
not changed much over recent years and is not likely to change in
the future. As Martin Mayer observed, TV is embedded in the
culture new, like hamburger golf etc. (Coppa, 1979)
1) Pye Survey, Children Television: A National Survey among 7-
17 years old conducted by Carrick James Marsh, Market Research
for Pye Limited, Cambridge, 1978.
2) The Nielsen Rating- The Nielsen evaluations come from
machines, the patented Audimeters of the A.C. Nielsen
Company. About, 1200 families are paid 50 cents a week so that
the company's device can record the activities of their TV
sets then Nielsen sells the information.
3) The survey, named TV and sound Broadcasting survey, was
conducted by an Independent firm commissioned by the TV and
Entertainment Licensing Authority (TELA). It was part of a
periodic exercise carried out by the authority, the last one
being in 1985.
In a place like Hong Kong (HK), with great density of
population and limited space, very naturally, most children are
confined to stay at home after school, therefore would probably
have very little option of getting rid of the influence of TV and
commercial messages. The findings of one recent survey (1987) (3)
indicated that 99% of the respondents had at least one TV set in
their households, and 28% of the households interviewed had a
video cassette recorder machine in HK. Yam (1987) also reported
that 57% of the respondents in his study felt that TV commercials
in Hong Kong foster a false image on the advertised product and
very often they exaggerate the value of the products. This
immediately raises questions about the quality and quantity of
what is being viewed. Another question is that whether there is
enough and appropiate supervision given to the students' viewing
by the parents, teachers and related bodies.
Hence, with TV present in almost every HK people's home,
this medium undoubtedly is a factor contributing to the
developmental experiences of young children in Hk. Yet little is
known about the effects of TV advertising among the school
children. Most of what has been reported in HK is mainly from the
marketers and governmental bodies. Therefore, the writer, as a
teacher in HK, would like to examine this phenomenon from the
educational point of view. It is most for the teachers and
educationers to pay more attention and awareness to the cognitive,
attitudinal and behavioural change of the students in viewing TV
commercials. That may affect the psychological development of the
children. The writer also feels that variables such as highlow
exposure to TV, parental influence must be considered for these
factors would clearly modify the effects of TV advertisina in HK.
Therefore, the writer attempts to gather information from this
specific area- TV advertising to children; exposure effect and
the Darental influence.
Before moving on the framework of this study, it is
important, the writer believes, to present a picture of how the
guidelines, self-regulation and control pertaining to children-
directed advertising are periodically updated and expanded in Hong
Kong, (see Appendix I)
TT PtlRPDSF OF THF STIIDN
The major questions addressed in this study are: how do
children respond to TV commercials? What are the exposure impact
and parental influence on children? As Ray Brown (1976) suggested
that the child cannot, in all reasons, be as fully and rational.
The influence of the family, for example, on the child's viewing
was mentioned as a restricting factor. In seeking answers to these
questions, the researcher has conducted survey in this particular
area.
The TV commercials are used because the influence is
specific and latent on children (Scott Ward, 1979). It is reported
that in general more than one-third of all children aged three to
fourteen yesrs in HonQ KonQ W3tch TV more thsn three hours 3 d3y.
(A survey on TV sound brosdccistinQ, 1987). And st present, TV
advertising material may not exceed 10 minutes in any hour. In
other words, children in Hong Kong are exposed to as many as at
least half an hour TV commercials a day. Therefore it is evident
that the amount of TV commercials our children viewed will clearly
exceed the amount that the children watched in other countries.
For example, in the United Kingdom, advertising on TV is
restricted to 6 minutes in any clock hour (TVEA. 1985).
The purpose of this research is to generate useful
information pertaining to the effects of TV advertising on
children. Ward, S. (1985) started that Research should focus on
understanding the power of advertising in children's lives, rather
than simple input-output 'effect' which measure effects of some
independent variables on dependent variables. That is, we should
seek to understand the communication processes by which some
effects develop rather than just document the incidence of such
effects.
Although much of the research in this related field- TV
advertising is excellent, it does have two common characteristics.
Too much emphasis is put on the oral statements made by the
children alone. Besides, the contributions of many recent studies
have been limited because the researchers failed to analyse
adequately the cognitive, attitude and behavioural changes
together produced by TV commercials (Himmelweit et. al. 1958;
Comstock et. al. 1978).
The second characteristies of the studies cited above is
that the researchers have generally considered all commercials to
be the same and all children to be the same. Such assumptions are
misleading (Bever, T.G., Smith, M.L., Bengen, B., and Johnson,
T.G. 1975). There are, of course, other factors such as IQ,
parental influence, social status, cultural background and so on,
which may affect child's viewing behaviour. The Dresent studv will
try to add to the current knowledge regarding this asoec
The following objectives will be nursued:
1. To develop a framework for the children's exposure to TV
advertising.
2. To expand existing knowledge of advertising's impact on
children by examining the amount of exposure to TV
advertising which produces cognitive attitudfnal and
behavioural responses.
3. To determine whether parent and child communication and parental
control affect the way children's attitude, cognition, and
behaviour towards TV advertising.
TIT. SIGNIFICANCE OF THE STUDY
In the past few years, a considerable increase has been
evidenced in the amount of research which has been conducted in
the area of children-directed TV commercials. However, much of the
research which has been conducted in this area has focused mainly
on the persuasive power of TV advertising on children. However,
the writer feels that the 'exposure effect' and the parental
influence must be considered. So it would be useful and helpful to
know more about the communicative process of the children's
exposure to TV advertising itself (Percy, L. 1980).
The significant contribution of the current study is
that the focus of TV advertising is on the Communication Theory
approach (Percy, L Rossiter, J.R. 1980). Therefore, the study
also helps to develop a theoretical framework and the role played
by parents in modifying the effects of TV advertising on children,
(refer to the framework of study) These would have important
significance for at least three groups of people.
Firstly, this study has some obvious practical
significance for parents. The role of parental influence would be
of great interest in this study. Cullingford, C. (1984) stated
that children's responses to advertising, as well as broader sets
of preferences are to some extent conditioned by the fSmily. And
Madame Lassarre (1982) noted that the attitude and habits of
parents are strong influences on emerging patterns of product
preference and buying behaviour among children. Of course, the
control of the parents and the parent-child communication also
plays an important part in the children's exposure to TV
commercials.
Findings of strong parental influence might indicate an
opportunity for educating children about the commercials they view
by communicating first with parents. Perhaps the children's
attitude and behaviour developed with the accumulation of exposure
to their parent's view. It might indicate that some parents may
have positive or negative attitude towards TV commercials, then in
that case it would be better for the teachers- usually the
child's significant others- to take up the responsibilities, to
balance the views and to check what possible effect that the child
would have resulting from too much or too less TV viewing. For
example, many researchers have been especially concerned that the
use of slick, attention-getting production techniques in TV
advertising and educational programs such as Sesame Street may
encourage short attentions spans, hyperactivity, and disinterest
in classroom presentation that may perhaps lack the entertaining
audio-visual embellishments of TV TV advertising (Lesser, 1977;
Singer Singer, 1983). Therefore, it is evident that the role of
family education and school education, both have some sorts of
mediating effect on children's viewing.
Secondly, the findings of this study may also contribute
a lot in the field of education. Owing to the above evidence,
teachers have to recognize that they must be aware of all facets
of TV- not merely children's programs or educational TV programs.
In order to facilitate such a goal it will be necessary for
teachers to have a global view of the development of the child. We
cannot simply judge their academic performance and overt behavior
in class. Other important mediating variables such parental
influence and TV viewing may well be considered. As Ward, Wackman
and Wartella (1977) stated that children are growing up in a world
of TV which covers a whole array of attitude and orientations
without enough explanation from parents and teachers about what
that box is doing at home. That is to say, we need more attention
paid to TV as part of the learning process. Many educators have
been prompt to point to the competition between TV experience and
school experience (Yam, P.K. 1987).
Perhaps, the subject of TV advertising may be widely
discussed in the field of Marketing and Business Administration,
yet it still remains mysterious to us in the educational settings
and child psychology. Though it is quite an emotional topic having
many dimensions, it is still worth seeing whether the interests of
the various parties concerned can be sorted out and an acceptable
solution found to the problems which existed.
To sum up, hoping by studying this phenomenon, we can
suggest that better parent-child relationship and interaction
would help to foster good and correct viewing behaviour among the
children. With this concept in mind, the teachers and school
administrators should try to facilitate appropriate and good
teacher-child relationship within the school settings so that
learning can take place in a much better way (Rossiter,J.R.,
Robertson, T.S. 1975). With more understanding and awareness of
this communicative process of this kind, we, therefore, will
certainly have a more efficient and successful teaching and
learning in our lives.
The present study is exploratory in nature. Hardly any
research could be found in HK alonq this line of study, the
investigator, therefore would like to provide additional
understanding of the effects of TV advertising on children.
Finally it is also felt that any accomplishment in this regard
will be useful to parents, educators and regulators alike.
CHAPTER 2
REVIEW OF RELATED LITERATURE
I. OVERVIEW
A founder of Children's Television Workshop (CTW) in the
U.S., Joan Ganz Cooney, observed:-
'An early conclusion of parents and experts who
observed children's watching habits was the fact that children
responded most positively to TV commercials. They learned to
recognise words and phrases long before they actually learned
to read because of the simple, direct methods employed in the
one minute product commercial. Pace, style, jingles and
repetition are key elements. At the Workshop we intend to
'sell'- if you well- the letters of the alphablet and numbers
Rose Goldsen, 1978.
In other words, in order to sell nursery rhymes, words,
letters, numbers- pre-school education- there are commercials,
packaged and put over using all the techniques of TV advertising
that are necessary to guarantee attention of the children. Due to
the immense influence of TV advertising on children, therefore, it
attracts the writer's attention to.know more about this topic.
II. CHILDREN AND TV ADVERTISING
Research on children and TV advertising in the 1970's
thus tended to address two primary questions: One is the age-
related behaviour in response to TV advertising. Second is the
purchase-related behaviour in response to TV advertising. Also,
the persuasiveness of advertising in changing children's attitudes
towards products and in effecting request for advertised products
has been studied. But less frequently than the developmental and
communicative process of how children are being influenced by TV
advertising claims (Wartella, 1980).
Here three psychological perspective of child
development in this study are reviewed: Cognitive Theory,
Psychoanalytic Theory and Social Learning Theory.
According to Piaget's Cognitive-Developmental Theory,
children at this age (12-14) years) belongs to the period of
formal operations. During this period, they have come to the stage
of abstract thinking (Piaget, 1964). They begin to acquire
independence in making judgments. They can judge things by
assessing both motivation and consequences. So it can be assumed
that when viewing TV advertising, the children at this age should
be able to develop some sort of appropiate cognitive defense and
attitudinal defense towards the persuasive intent of those TV
advertising.
Another picture of the development of the child is
provided by Erik H Erikson (1950), a leading scholar of the
Psychoanalytic theory of child development. The Form-one students
in this study belongs to the stage of 'puberty' in his eight
stages of 1ife.
Erikson believed that the great increase in drive energy
of adolescence is quite dangerous if not properly guided by
parents and teachers. Adolescents become disturbed and confused by
new external cumulative stimulus such as TV advertising in our
study. At this stage, they aim at establishing their own identity
a feeling for who one is and one's place in society.
The above two theories are presenting different
perspectives on the same developments at each major phase of
children. Piaget (1952, 1954) focused on intellectual development
and the child's understanding of the physical world. Erikson
(1950) concentrated on emotional development and the child's
interaction with people.
However, the social learning theory differs from
Cognitive-Developmental Theory in many aspects. Bandura (1977)
doubted whether children learn much out of an instrinic interest
in the world. Instead, they must be motivated by extrinic
stimulus. Bandura also objects to Piaget's assertion that internal
cognitive structures determines what children will initiate.
Bandura thought that children's cognition are themselves
determined by the models they are exposed to. In fact, Bandura and
Walters (1963) showed that the so called developmental stages were
readily altered by the provision of adult models.
Judging from above, it can be summarized that the
Cognitive-Developmental Theory neglects the importance of modeling
and the Psychoanalytic theory concentrates on emotional
development. So to examine the effects of TV on children, the
social learning theory may perhaps be more contributive to this
study. It would be the writer's interest to explore whether there
is any relationship among exposure to TV advertising and parental
influence on children's attitudinal, cognitive and behavioural
change.
III. THEORETICAL PERSPECTIVES
The frame of reference for these concerns has been the.
process by which children develop the ability to understand,
interpret, and evaluate the various stimuli to which they are
exposed. Naturally, there are a variety of explanations to how
this process works and what factors guide it. Kohlberg (1969)
identified two distinct psychological theories of development
which represent the major schools of thought on the subject. At
one end are the 'maturationists', who assume that 'basic mental
structure results from an innate patterning,' and that cognitive
development occurs through a sequence of natural, predetermined
stages (Kohlberg and Mayer, 1972).
On the other end, other theoretical perspectives are
commonly referred to by researchers in examining the effects of TV







1. Observational Learning Theory (Bandura, 1965 1971)
This refers to as Imitation Learning (Bandura, 1971).
Brown, R. (1976) reported that numerous studies of children
indicate that children watching another person will subsequently
act in the same or a similar manner. Theory and research in this
area is based on the Bandura's notion that children learn by
imitation- in this case, observing and imitating parental
consumer behaviours, or observing actions portrayed in
advertising, and imitating them. From the above analysis, it can
be seen that the process of observational learning involves three
steps: (1) the observer's exposure to modelling cues; (2) his
acquisition and recall of what he has seen; and (3) his acceptance
of the model's behaviour as a guide for his own. And Bandura
(1971) found that such learning processes explain how material
objects acquire social meaning through TV advertising:
As a rule, observed rewards increases and observed
punishments decrease, imitative behaviour. This principle is
widely applied in advertising appeals. In positive appeals,
following the recommended action results in a host of
rewarding outcomes. Smoking a certain brand of cigarettes or
using a particular hair lotion wins the losing admiration of
voluptuous belles, enhances job performance, masculinizes
one's self-concept, tranquilizes irritable nerves, invites
social recognition and amicable responsiveness from total
strangers, and arouses affectionate reactions in spouses. The
depicted outcomes can be readily tailored to whatever is in
vogue at a given time. When the importance of self
actualization was widely proclaimed TV viewers were told that
simply by purchasing a certain brand of cigarettes one
differentiated himself from capitalizing on ecological
concerns, implying that purchasing certain products produces
any number of ecological benefits.
But Bandura (1971) also argues that factors such as the
status of the model affect the extent to which imitation occurs.
So, todate, the implications of theories of observational and
imitation learning have not been adopted frequently and applied
explicitly to the studies of the exposure effect of TV and TV
advertising.
Comstock et al (1978) are advocates of Bandura's theory.
They modify Bandura's theory to include comprehension into the
process of acquisition. That is, acquisition of behaviour depends
on: attention, comprehension and retention.
(i) Attentior
People learn by observation only when they attend to and
perceive correctly the significant features of the modeled
behaviour. Attentional processes determine what is selectively
observed. Factors as observer's characteristics (e.g. age),
features of the modeled activities themselves (e.g. the content
and its presentation), regulate the amount and types of
observational experiences.
Rubinstein (1975), Wartella and Ettema (1974) Levin and
Anderson (1976), provided support that attention to TV increases
with age.
Mil Comnrehension
The comprehension stage of information procession
implies not only a grasping of the specific actions portrayed, but
also of the conditions and contingencies, both explicit and
implicit, surrounding whatever actions are portrayed. Many
investigators focused on comprehension as it relates to
understanding of commercials and the purpose, rather than
comDrehension of massage content.
Our research effort which did deal with comprehension of
message content was undertaken by Thompson (1964). He found that
understanding of commercials' message was related to intelligence
and hours of viewing. Moreover, these mediating factors were
interacting with each other. With intelligence held constant, the
correlations of understanding with hours of viewing increased.
Understanding was also found to correlate, although weakly with
socio-economic status and school achievement. Thompson (1964)
attributed the latter finding to the influence of intelligence.
However, the need for more research in this field is obvious.
(iii) Retention
Observational learning relies mainly upon the
representational systems-- imaginal and verbal. Visual imagery
plays an essential part in observational learning during early
periods of development when verbal skills are lacking as well as
in learning behaviour patterns that do not lend themselves readily
to verbal coding.
Verbal coding of modeled events accounts for the notable
speed of observational learning and retention. Most cognitive
processes that regulate behaviour are primarily verbal rather than
visual. Retention are facilitated by symbolic codes because they
carry a great deal of information in an easily stored form
(Piaget, 1952).
Rubin (1974) found that the ability to recall specific
elements of a TV advertising, the amount of specific elements
recalled and the ability to recall action sequences were all
significantly related to stage of cognitive development. Rubin
subsequently reported that the ability to recall the substance of
TV advertising is an acquired primarily at about ages 8 to 9
years, which represents Piaget's concrete operational stage of
cognitive development. Blatt et. al. (1972) found that complexity
of recall increased with age. Other study showed that food
advertising was most recalled by all age groups (Ward 1972).
Finally, Comstock et. al. (1978) integrated various
theories into a single model to explain the influence of TV on
behaviour. They distinguished three roles of the third variables:
an antecedent condition, an intervening condition and a contingent
condition. It is because they did not consider that it will be
sufficient to limit themselves to two variables hypothesis of
either the stimulus-response (Arousal theory) or the response-
reinforcement (conditioning theory) variety.
4. Conditioning Theory (Skinner,1968)
This refers to Skinnerian's conceptual notions that
exposure to rewards and punishments shape behaviour. Research in
this area focuses on topics such as effects of advertising recall,
comprehension, attention, etc. Learning theory-oriented research
views behaviour as function of forces applied to the child, in
other words, it focuses on the children's responses to exposure to
advertising stimuli.
'Conditioning' is generally accepted in the consumer
behavior literature as a mechanism relevant for understanding and
producing advertising effect. For example, Schiffman and Kanuk
(1983) concluded that a great deal of TV advertising fits
the model of conditioned learning. Engel and Blackwell (1982)
surmised that advertising strategies are sometimes built upon the
principles of classical conditioning. Though classical
conditioning is often mentioned and generally accepted as a
process relevant to advertising.
There is however, little empirical research on whether
preferences for objects- can actually be classical conditioned.
Though some research evidenced that mere exposure effects can be
confounded with classical conditioning effects. Zajonc (1968)
emphasized that exposure leads to liking. Krugman (1974, 1980,
1982) suggested that in low involvement situations, people may
purchase a product simply because they have been exposed to it
before through a commercial.
It is interesting to note that with the Krugman model,
exposure leads to behaviour, with attitude not conceptualized as
an intervening variable with classical conditioning, however, the
person is not choosing an object simply because it's been seen
before. Hisher affect is also involved, so that if the TV
advertising (conditioned stimulus) is paired with a negative
unconditioned stimulus, the viewer would avoid despite exposure
(Gorn, 1982).
Now, it is common to find conditioning offered as one
possible explanatory mechanism in the 'peripheral route to
persuasion. However, the question of whether or not attitudes and
behavior can be classically conditioned and learned has attracted
nothing but controversy.
5. Cognitive-development Theory
This school of thought holds that:
mature thought emerges through a process of development
that is neither direct biological maturation nor direct
learning, but rather a reorganization of psychological
structures resulting from organism-environment interactions.
(Kohlberg and Mayer, 1972, p.457)
According to Piaget (1952,1954,1975) each stage of child
development is differentiated by particular psychological or
cognitive structures which form the basis for intellectual
activity, and which thus shape a child's attitudes, knowledge and
behaviour. Certain structures have been held by researchers to be
most important in the study of children's response to advertising.
Foremost among these is 'centration',
Centration refers to the tendency of children to
concentrate on only one feature or aspect of an object; as a child
grows older, the tendency is towards decentration, or the ability
to take into account multiple dimensions of an object in making
judgments about it. In terms of advertising's effects on children,
this concept leads to the hypothesis that older children (age 8
and up) will be more likely to recall and use more of the content
of commercials than younger children due to unidimensional
focusing. The pre-operational stage is also characterised by
perceptual boundedness, or a child's tendency to focus on the
perceptual characteristics of stimuli. As children develop more
efficient conceptual skills (i.e., learn to rely upon and
manipulate abstract concepts), they are less dependent upon the
immediate perceived environment for information to direct their
behavior.
Piaget's assumptions of cognitive development imply
several important consequences for children's processing of
information, particularly advertising information. First, the
child is presumed to be an active agent rather than the passive
recipient of information. Second-stage theory posits that
children's ability to process information is structurally limited,
and that these cognitive levels or structures mediate between what
has all too commonly been assumed the direct cause-effect
relationship of advertising and children's behaviour. Since age
may be regarded as surrogate measure for stage of cognitive
development, this theoretical perspective suggests that television
advertising's effects on children are due to age-related
differences in children's cognitive abilities to process and
employ information rather than to the characteristics or function
of advertising messages themselves.
Apart from these theories, there are still many other
factors influencing the children's pace of development, some
internal and some external. Calder, Robertson, and Rossiter (1975)
pointed out the inappropriateness of treating level of cognitive
development as an explanatory variable with respect to advertising
communicative process. The cognitive structures upon which
Piaget's stages are based are essentially internalized actions or
operations, rather than representations of stimulus information
(Piaget, 1952). As such, they are biological in nature, and are
not adeguate for explaining how or why children process
information. Rather, they serve only to indicate the limits on a
child's ability to process information. Mental ability is an
internal characteristic that is brought to the television viewing
environment by the child.
Studies to date have indicated differences in children's
ability to comprehend and interpret television commercials at
different levels of cognitive development (Rubin, 1974; Ward,
1972; Robertson and Rossiter, 1974; Wartella and Ettema, 1974;
Blatt et al., 1972; Ward and Wackman, 1973; Bever, et al., 1975).
This has implications for the development of advertising for
different age groups, to the extent that different age groups
generally exhibit different levels of cognitive development.
However, there would appear to be a need for research directed at
other factors, especially external ones, which might further
explain variations in the information processing of children in
the same cognitive development stage.
IV. RESEARCH FINDINGS OF THE GENERAL EFFECTS OF TV COMMERCIALS ON
CHILDREN
The most often quoted scholarly articles in the field of
TV commercials to children are those by Scott Ward and his
associates at the Harvard University. Ward's research efforts have
been primarily concerned with two major areas: 1) the commercial
watching behavior of children five to twelve years old, 2) the
effects of commercials on children's cognitive development.
Ward (1972) found that younger children (5-8 years
old) exhibited the least drop in attention to TV commercial,
whereas older children (11- 12 years old) showed the greatest
drop in attention. The article 'Children's perception,
explanations and judgments of TV advertising: A Further
Exploration,' (Ward 1972) extended the data used in his study were
obtained from in-home interviews with children ranging in age from
5 to 12 years old. The findings suggested that younger children
showed little grasp on the concept of TV commercials and
frequently explained them as 'part of the show' or simply named a
category of products. The older children often suspected the
motives of TV commercials. They also stated that children in all
age groups could identify the term 'commercials', but kindergarten
children exhibited confusion, and judged the relationship between
commercials and reality based on coincidental reasoning or affect.
Also kindergarteners showed no understanding of the purpose of TV
commercials, second graders understood their purpose was to sell
goods; and sixth graders could comment on techniques employed in
constructing them.
The findings thus indicated that kindergarteners
spontaneously recall food product advertising, second graders
recall products with which they can identify (e.g. toys), and
sixth graders 'show no consistent pattern of recall. It was found
that TV commercials at the beginning of a TV program received
greater attention than did the later commercials.
In addition, the researchers (Rubin, R.S. 1973; Wartella
E. and Ettema, J. 1974) observed no significant differences
between the attention displayed by boys and girls in the older age
group talked more during commercials than did the boys in the same
age group. Different product categories were also found to affect
viewing behaviour. For example, TV commercials for cleaning
products and patent medicines elicited a drop in attention on the
part of older children but an increase in attention from younger
children.
Thompson, G. W. (1964) studied the learning outcomes
resulting from the relatively large number of hours children spend
watching TV. The sample in his study was composed of one hundred
third-grade children selected from schools in a central
Pennsylvania community. One important finding was that a child's
knowledge and understanding of TV commercials appear to be largely
the result of an interaction between intelligence and number of
hours ;spent viewing. A second finding was the intelligence
appears to play a very small role in determining acceptance and
use of the advertised product, however, were significantly related
to the number of hours a child watched TV. In a third finding,
Thompson refuted the proposition that a negative relationship
existed between total time spent watching TV and Academic
achievement is not caused by TV viewing but is simply related to
the fact that the less intelligent child prefers to watch TV more
frequently.
In 1974, two psychologists, Golberg and Gorn (1974),
conducted an experimental investigation into the effects of TV
commercials on the attitudes and behaviour of children of
different expectancy levels. One hundred thirty-three eight-to-ten
year old boys took part in his study. The findings indicated a
consistency between attitude and behaviour, as children who saw
one commercial evaluated the advertised 'toy' more favorably than
the unadvertised toy and worked longer at the experimental task
than those who saw the program without any commercial. Having the
repetitive effect of TV commercials, as Golberg Gorn suggested,
did not significantly change either attitude or behaviour. Golberg
and Gorn (1974) originally assumed that children in the low
expectancy level would screen out the commercials because of their
low expectancy of obtaining the product. This assumption, however,
proved untrue. The children with less chance of getting a toy were
still affected by TV commercials.
Resnik and Stern (1977) provided evidence that children
who desire the product which they generally like and thus there is
no need to convince the children that the product is desirable.
But, Rubin (1974) reported that almost 60% of the first-
grade children in his study did not know what was to be wanted
after seeing a TV commercial. There is other evidence (Barry,
1977) that young children view commercials as 'entertainment'
rather than just sources of information and therefore may not be
as persuaded by commercials as many people suppose. There have
also been reports that young children do not understand everything
that is present to them on TV (Collins, 1970). Depending upon what
is or is not understood, the impact of TV advertising to children
must be carefully examined.
Another effect is the stereotype roles that present
prejudicial or distorted views for the children. In 1972, a study
of over 1200 TV commercials by the National Organization for Women
(NOW) found that majority of the women in commercials were
portrayed in household tasks. Barcus (1972) also found that TV
advertising in Saturday morning had 3 times more males than
females. TV advertising showing only females were mostly for
dolls. The voice-over 'experts' on children's products was male
90% of the time.
However, most of the evidence does not support the
notion that children are blind puppets of advertisers. Hendon,
McGann, and Hendon (1978) studied the difference between mentally
retarded, normal, and gifted children and the effects of TV
advertising. Their findings aroused much attention from the view
of the cognitive development theorists. They found that,' the
most vulnerable components of the sample- the young, by virtue of
inexperience and the EMR (educable mentally retarded) by virtue of
their impediments- are not more easily implanted with commercial
information than their gifted counterparts, nor are vthey more
insistent that the advertised product be purchased. Rather, what
they did find was that the most intelligent children learn more
and use that knowledge to attempt to influence the purchase
behavior of parents. Caron Ward (1975) also found that toy
preferences of children varied by social class, indicating that
peers and family have a great deal of influence on children's
desires. Both of these studies indicated that children are not
blindly led by TV advertising alone. There are of course, many
other important reasons to support this issue.
Other deep concern about the effects of TV commercials
was that the advertisers say TV advertising only reflect society's
values, not 'make' them. But it is difficult to separate
society's value from the media which help to shape them. (Adler,
1977 Comstock, 1977)
So, the-writer would not like to focus her attention on
those variables, which to a great extent mediate the effects of TV
advertising on children. In other words, under what sort of
conditions and circumstances will children's exposure to TV
advertising affect the cognition, attitude and behaviour of the
children? According to all these findings above there appear to be
two empirical issues which underline concerns about the effects of
TV advertising on children. They can be generally categorized, the
writer thinks, into the following aspects: a) amount of exposure
to TV advertising b) the family education.
a) Exposure to TV advertising
In this study we only concentrate on the heavy viewing
V
effects. The questions of long-term exposure effects, clustering
effects and repetition effects, which have been put forward by
Scott Ward (1976), will not be discussed here. The term 'heavy
viewing effects' means high exposure to TV viewing. Briefly, heavy
viewing of TV is likely to result in greater aggregate volume of
attention to TV commercials. Ward an Robertson (1972) showed that
heavy child viewers tend to place more trust in commercials than
do light viewers. In addition, Rossiter and Robertson (1974)
reported that heavy viewers tend to like commercials more than
light viewers, and although children's attitudes toward
commercials become more negative with age, heavy TV viewing within
all age groups hold more positive attitudes toward TV advertising
than do their lighter-viewing peers. Heavy-viewing children in all
age groups also tend to want more advertised products than other
children, and are likely to make more product requests of their
parents (Barcus, F.E., 1971; Choate, R. B., 1971).
Numerous studies of TV exposure shows heavy viewers
generally more 'persuasible' (Barcus, F. 1971,1975,1978, Bobertson
and Rossiter, 1974b) but there are other factors to mediate
advertising impact. In the case of children's exposure to TV
advertising, the writer expects that a number of receiver factors
would be operative. These include advertising levels, per se, as
well as dispositional factors associated with the child's age (as
an indicator of cognitive capacity), level of academic achievement
(as an alternative to media influence), and family educational
background (as a reflection of the parental role in mediating
advertising communication effects).
TV exposure, age, academic achievement, ancf parental
education level can be represented as an 'effect-flow model,
adapted from the pioneering work of Lazarsfeld (1955), as
suggested by the writer. In this model, TV exposure- and, by
implication, exposure to TV advertising- is conceived to be the
critical independent variable. The other three variables (called
test variables. Lazarsfeld, 1955) have a mediating or
dispositional role, in that they moderate the impact of the
advertising stimulus on the child's cognitive, attitudinal and
behaviour responses. Postman (1980) suggested that the amount of
exposure to TV and TV advertising has posed some characteristics-
it promotes passive rather than active learning, induces low level
cognitive processing and takes away time and energy from more
creative or intellectually stimulating activities. So it is
evident that dispositional factors need to be taken into account
when assessing the impact of TV advertising on children. The
present study indicates that TV advertising has its greatest
effects on children, especially those who are most exposed to it
and who lack strong parental control or guidance.
b) Family Education
Most recent studies of TV effects deal with the short-
range influence of specific types of content and do not consider
the effects of the TV advertising on intra-family interaction
subsequent purchase-related behaviour.
Among the early sociologically oriented TV researchers
were the Rileys (1951, 1959) and E.E. Maccoby (1951, 1954). Their
studies presented rival interpretations of the role of TV and its
content in the family unit. The Rileys argued that tfte viewing
situation provides 'a bridge from parent to child' and 'encourage
family solidarity' through shared experience with TV as a vital
force that stimulated social interaction among family group
members. The opposite view was expressed by Maccoby who suggested
that viewers in the family group maintain parallel relationship
with broadcast material, shutting off the possibility of
interaction with others.
In a study, Frazer, C.F. (1976) designed to examine the
general character of child viewing. Frazer found that TV viewing
in the family setting constitutes an opportunity for interactional
or parallel experiences for the child. Reid, L.N. (1980) designed
a study to extend Frazer's findings to an uninvestigated aspect of
the childTV advertising relationship. Specifically, it seeks to
uncover if children use TV commercials in family group viewing
situation to initiate, control, and manipulate social interaction
with other family group members, especially their parents (i.e.
using commercials to negatiate play with siblings, to negotiate
consumption requests with parents, to initiate conversation with
others, etc.) Robertson Rossiter (1975, 1976) also provided some
evidence which indicates that families actively set and maintain
viewing rules, (i.e. modes of parentchild interaction etc) Brown
and Linne (1976) outlined several other family group mediating
influences as below.
The amount of freedom the child is allowed in selecting
programmes, the general or specific rules parents impose on
their children's viewing, the frequency of discussion and
comments on the programmes. And overriding these specific
factors there is: the family ethos, by this we mean the
'feel' of the family which, presumably is generated by the
interplay of each facet of family life.
(Brown Linn, 1976: 184- 198)
More importantly, perhaps, Dreitzel (1973) suggested
that such rules, as part of the general character of the family
group, are of importance because they form the basis for similar
encounters with TV advertising in later life.
In order to fully understand the complex patterns of
social interaction surrounding the child and TV advertising
relationship, future research conceptualizations need to recognize
that children 's viewing behavior is influenced by kind of parent-
child interaction they have, parental control and parental
mediation of viewing behavior etc.
This section focuses on the general issue of how parent-
child relationship mediate the impact of TV advertising on
children, and how, conversely, TV might influence parent-child
relationships. The concerns are that TV advertising is a potential
source of conflict between parents and children and advertising
may interfere with parental teaching concerning appropriate buying
behaviour.
Research on parent-child relations may be rather
culture-bound due to differences in family structures and
socialization processes. Nevertheless, a reasonable body of
research has been conducted in the United States and United
Kingdom, which offers some initial conclusions and hypotheses for
further testing.
An initial question is how much parental mediation of TV
content occurs while viewing. Greenberg, et. al. (1972) found
limited family interaction about TV program. Ward, Wackman, and
Warrel1 a (1977) found a very low incidence of discussion about TV
commercials among parents children.
Rapaczynski (1982) have attempted a longer look at how
parental patterns, household routines may affect the later
attitudinal cognitive and behavioral patterns in children studied
ever a period from age 4 through 9. This results of this
longitudinal study suggested that the following combination of TV
and family variables puts a child at risk for problematic behavior
by early school age (a) a home in which TV viewing of an
uncontrolled type is emphasized (b) parents who themselves
emphasize physical force as a means of discipline; and (c) parents
whose value do not stress imagination, curiosity, or creativity.
The children in this study who were reared in such a combined
family and TV environment seem to make less progress cognitively,
to be more frightened or suspicious of the outside world and to
show less imaginative and as well as poor behavioral adjustment at
school.
In other research however, Ward and Wackman (1973)
discovered that mothers feel that younger children are more
influenced by TV advertising than older children. Wiman (1983)
reported that parents who exert stronger efforts to control their
children's viewing succeed in communicating a better understanding
of the nature and purpose of advertising. Such control is
exercised by more highly educated parents.
The ability to achieve a positive interaction between TV
advertising and children's learning would seem to depend on
parent-child co-viewing, the exercise of viewing control, and the
level of discussion which results. Nielsen data (1981) further
reveal that co-viewing varies by specific program and is most
pronounced when younger children are involved.
Rossiter and Robertson (1975) examined 253 mother-child
pairs regarding commercial influence and TV control. Parents
claimed less viewing, more co-viewing, stricter control, and
greater parent-child interaction than their children reported. The
study found that upper-class parents consistently give the most
'socially desirable' answers. Therefore, actual parental control
may be as low among better-educated parents as among the more
poorly educated.
Robertson (1972) stated that parent-child relationship
can be damaged if children pressured their parents to buy
advertised product after TV viewing. McNeal (1969) found that over
half the respondents reported asking parents to buy items they had
seen advertised on TV. Frideres (1973) found parental buying in
response to children's requests to be more among middle class
parents than lower class parents. Berey Pol lay (1968) also
demonstrated that highly child-centered mothers bought their
children's favorite cereals less often than mother who were not as
child-centered.
Recently, Robertson, Rossiter, and Ward (1985) studied
children's disappointment when they do not receive the Christmas
present they requested. It was reported that parents refused 57%
of children's requests, but only 35% of the children indicated
disappointment when their requests were denied. Research by Atkin
(1975) focused on argument and anger versus Robertson, Rossiter
and Ward's focus on disappointment. When the children in the study
were denied toys, Atkins found that one-sixth of the children
argue with their mother 'a lot' and another one-third argue
'sometimes'. Atkin reported a tendency for arguments and anger to
increase as children grow older. And displays of child anger or
sadness are also short-lived in most cases.
Thus, the question of whether TV advertising aimed at
children has a harmful effect on parent-child interaction is
unanswered at present. It is, of course, a difficult research
task to describe and to analyze. So, in order to systematically
report the findings of this research, it is necessary to establish
a framework for the various dimensions of television advertising's
relationship to the child.
V. FRAMEWORK OF THE STUDY
After examining the above five important theoretical
perspectives of TV and children, it was found that they are in
fact closely inter-related to one another. It is almost quite
impossible to state that which one is more suitable and applicable
in the study of TV and TV advertising on children. So the writer
attempts to seek ways in new direction.
The theoretical framework of the present study is now
based on John R. Rossiter's communication theory of advertising
(Rossiter, 1979; Precy, 1980).
In 1974, Rossiter Robertson published an article
describing their investigation of 'persuasion processes' in
children's susceptibility to TV advertising. This study differed
from prior research in this area in that it focused not just on
the cognitive impact of commercials but also on the attitudinal
and behavioral outcome. The research objectives were two-fold:
first, to identify correlation of persuasibility in term of
children's cognitive and attitudinal defenses to commercials; and
second, to examine the relationships between cognitive and
attitudinal defenses and commercially-instigated behavior.
Their study was based on personal interviews with 289
primary school boys from 5 schools within the Philadelphia area.
The sample was stratified into third, and fifth grade levels.
Structured, open-ended questions interviews were used to measure
each child's level of understanding of TV commercials (cognition)
and his associated belief affect and motivational disposition with
respect to them (attitude).
'Cognitive defense', as measured in their study, was
predicted on the child's ability to discriminate between
commercials and programs, to recognize the existence of a sponsor
as the source of the commercial message, to recognize the idea of
an intended audience for the message, to comprehend the purpose of
commercials (both peruasive and informative), and to understand
the essential symbolic nature of product presentation in TV
commercials.
The attitudinal 'defense was based on the child's
degree of be!ievability, liking, and motivational tendency to want
products he sees advertised in TV commercials. The children were
asked to designate the presents they wanted for Christmas. The
dependent 'effects' measure was the proportion of toys and games
requested in relation to the total requests.
Results of the research showed that 'maturational
development,' as indexed by age and grade, is the most significant
determinant of children's cognitive and attitudinal defenses to TV
advertising. Maturation results in a greater understanding of
commercials and a more defensive attitude toward them. Another
important finding was that children of better-educated parents are
less affected. This situation could result from an educationally
enriched home-environment with responsible parental attitudes
toward the need for children's media socialization. Children of
better-educated parents also tend to watch less TV than do
children of parents less educated.
Clearly, the literature cited above by Rossiter (1974,
1976,, 1977) and many other influential researchers leads to these
beliefs, and the present research is aimed at providing support
for these suggested positions. Before we move onto the framework
of this study, it is worth looking at Rossiter's Communication
Theory Approach on Advertising Strategy (1980).
According to Rossiter's idea communication responses to
advertising must be compatible with communication responses
obtained by the target audience through other source (unless, of
course, the purpose of the advertising is to counteract
unfavourable communication responses derived from other sources)
(Rossiter, 1980). Initial attitude, a term we use generically to
refer to the receiver's state of awareness, beliefs, evaluations,
and intentions towards the product, is the critical component of
advertising strategy from a communication standpoint. As Wi1 bus
Schramm (1954) pointed out that at least four elements are
required for communication: (1) source (2) the message (3) a
channel and (4) the destination. These inclusions provide for both
human and media communication. Harold Lasswell (1948) also put
forward his communication theory in the following sequences:
Who? Says? What? Through which channel? With what
effects? And David Berlo (1960) echoed Lasswell's idea by stating
four important elements in the process of communication. The
process begins with 1) sender 2) message 3) channel and 4)
receiver. As f$r as the feedback is concerned, Rossiter (1980)
suggested that when there is any interaction or communication
among parents and children after viewing TV advertising, the
feedback is regarded to have taken place.
However, advertising strategies will be quite different
from the traditional communicational models in some ways: (1)
whether the target receiver is aware or unaware of the product:
(2) if aware, whether the receiver has particular beliefs about
the product; 3) whether or not the receiver has to have positive
feelings toward the product (which is not always necessary); and
(4) what the receiver intends to do about the product.
In short, a relation diagram is drawn to illustrate
the concept of Rossiter's Communication Theory Approach on























So, it is clear that the first stage that advertising
must attain is exposure to the target receivers. If a potential
buyer is not exposed to an advertising message, that advertising
will obviously have no effect on his behaviour.
Thus, message stage processing will come into place as
the second stage. Message processing, in Rossiter's term, defines
as mechanism which links new (or repeated) information in the form
of an advertising message with existing attitudes. One may explain
that this mechanism as encompassing three subprocesses. attention,
decoding and encoding. The receiver at least, pays attention to at
least some aspects of the advertising message, decode and
comprehend its meaning.
While this approach to communication effects may seem to
imply a hierarchy of effects, it is the purpose of advertising
strategy to maximize the potential for achieving a desired
communication effect through judicious control of the
communication variables at the advertisers' disposal.
The hierarchy of effects class of model (Roberfson 1976)
postulates exposure and message processing of various marketing
stimuli over a period of time will generate awareness, which leads
to belief formation (analogous to the awareness and cognitive
objectives); these beliefs affect an evaluation of the product or
service advertised (analogous to the affective objective), which
in turn mediates intention (analogous to the conative objective).
If this learning is maintained in the receiver's long-term
memory, a buyer response will occur, such as purchasing a product
or using a service.
The hypotheses of the present research are drawn from
these beliefs (refer to chapter 4: Design of the study). For
further understanding, the following model is conceived to show
the position of the present work in the overall context of
communication theory of advertising strategy which is originated
from Percy Rossiter (1980).
A simplified model of communicative process of TV
advertising as the work of Rossiter (1974, 1977) might look like
Figure b shown below:














First, the model attempts to illustrate our concept in
terms of two dimensions: exposure of TV advertising (High viewers
vs low viewers) and types of viewing effects (cognitive,






















Therefore, let us take a deeper look on these three types of TV
advertising viewing effects on children.
Cognitive effect
Three types of cognitive effects attributable to
exposure to TV commercials have been studied. The first of these
is attention. Two major studies (Ward, Robertson and Wackman,
1971; Atlin, 1975) have shown that eight to eleven years old
children learn to pay less visual attention to commercials than
three to seven years old. This finding was originally established
by Ward, Robertson, and Wackman (1971) in a natural setting by
Atkin (1975). Also, the studies monitored only visual attention
whereas auditory attention is also relevant. In fact, brand-name
recall, a response that could be learned entirely, through
auditory attention, increases about 100% with age (Atkin, 1975).
From a policy standpoint, attention is not a very important
response. Concern about the cognitive effects of commercials has
rarely centered on how attention-getting they are. Then, in this
study, attention will not be measured.
Perhaps the most important cognitive effect is
children's ability to understand commercials as a function of
exposure. Rossiter (1974) Rossiter Robertson (1976) examined
children's understanding of the conceptual basis of TV commercials
in terms of six variables which measured children's ability.
Findings demonstrated that age and exposure accounted for 40% of
the variance in cognitive understanding. It has therefore been
discussed that chronological age is a reasonably good indicator of
the child's level of cognitive development, which is the area
actually of interest here. Likewise, grade level may also serve to
indicate level of cognitive development. The opportunity can exist
to explore other variables, such as intelligence and personality.
Another aspect of cognitive understanding of commercials
is children's ability to recognize persuasive intent. Atkin (1979)
used both open-end and closed-end questions to measure persuasive
intent recognition. The findings showed that the direct, close-end
question indicated an extremely high level of persuasive intent
recognition among even the youngest preschool children.
To summarize the findings of research on cognitive
aspects of children's advertising, it is evidenced that a child's
ability to comprehend a commercial develops with age. As children
experience cognitive development, they become better able grasp
the concepts of sponsorship, persuasive intent, fantasy, and the
like. This is consistent with the theories of Piaget and other
scholars of child development. These findings have important
impacts for parents, educators. There has, however, been very
little attempting to investigate the possible links between
younger children's inability to fully understand what commercials
are, and possible harmful effects of commercials to which they are
exposed.
Attitudinal effect
Apart from the question of whether children understand
commercials is the question of whether children like television
commercials, and how these institutional feelings change with
age. An impressive body of studies has documented that children's
overall affective response, or liking, towards commercials in
general declines significantly with age (James 19715 Blatt et. al.
1972; Robertson and Rossiter 1974a; Ferguson 1975; Bever et. al.
1975). For instance, the percentage of children who indicated that
they liked all commercials was shown in one study, to decline from
69 percent at first grade, to 56 percent by third grade, and 25
percent by fifth grade (Robertson and Rossiter 1974a). This
affective decline seems to hold for specific commercials as well
as for commerciaTs in general. Atkin (1975b) measured children's
overall liking for three specific commercials and found a negative
correlation of r= .35 (p.001) with age. Atkin's research did turn
up one contrary result. Younger children are significantly more
likely to display irritation while watching commercials. However,
this finding stands in minor contrast to the overwhelming
negativity of children's expressed affect toward commercials as
children grow older.
Behavioral effect
One type of behavior on the part of children which can
be stimulated by TV commercials is a verbal reaction to the
commercial itself. In the study by Ward, Levinson and Wackman
(1971), mothers' observations were employed to collect data on
this variable. It was found that the incidence of comments among
child viewers about the commercial itself, subsequent to exposure,
increased with age among the five to twelve year old observed.
Atkin (1975) mention that several studies involved
behavioural variables, and are reported under headings which
correspond to various observational modelling functions. They are
: 1) observational learning effects 2) inhibitory disinhibitory
effects and 3) response facilitate effects.
In the context of TV advertising to children,
4observation learning' would refer to the acquisition of a new
type or new version of consumption. One set of data was obtained
in a survey of 775 children in grades four through seven. Moderate
positive correlations were found between exposure and both
children's perceptions of the amount of product usage by other
people, and self-reported usage of the product. The survey also
regarded the children's exposure to anti-1ittering public service
announcement (PSA's) and their own behavior regarding efforts to
stop others from littering, a behavior encouraged by one of the
PSA's.
Atkin (1975) also reported the results of several
studies dealing with the second observational learning function,
4inhibitorydisinhibitory effects.' This refers to the
strengthening or weakening of inhibitions connected with existing
(rather than new) behaviors. Among TV commercials, public service
announcements, are probably the best examples of efforts to
produce inhibitory effect. Product advertising, however, seldom
had such a goal, and in fact may seek to reduce inhibitions
associated with a non-stereotypical behavior. An example would be
expanding the appeal of a typically male-oriented toy to females.
Atkin's third category is 'response facilitation
effects'. This refers to the function of advertisements which
seeks to instigate previously learned behaviors by serving as a
cue eliciting such behavior, with rewarding outcomes depicted. The
basic modelling behavior in these commercials is often consumption
of the product.
It is evident that Atkin's study (1975) found that the
behavior of consumption of selected heavily advertised brands
correlated strongly with exposure was positive, but substantially
weaker. The parents control was also tested by dichotomizing the
sample into 1) those whose parents impose snacking limitations,
and 2) those reporting no parental restrictions. In spite of any
limitations or weaknesses, Atkin (1975) provided at least partial
support for our independent variable: exposure effects.
However, on the other hand, it is also recognized that
family education may influence the interaction in th£ flow of
communicative process, as Rossiter(I974) suggested. For example,
the amount, the type and even probability of buying behavior
resulting from a TV commercial might well be influenced by the
child4 s perception of the family control, and his or her
experience with it. So, in this study, we would like to include
parental control and parent-child communication as the selected
mediating variables. Relevant literature and findings ,however,
have been examined in the previous section, therefore, evidence
relating to this topic will not be discussed herein.
To conclude, this chapter begins with a review of the
points of concern which have brought TV advertising exposure into
focus as an issue of importance. The previous section studied the
general effects of TV ads on child viewers. Then an organizing
model which was adopted from the idea of Rossiter (1974) was
presented, showing one possible means of conceptualizing the
relationships among the classes of variables of interest to
researchers. The Exposure stimulus is seen as passing through the
stages of communicative processing in conjunction with the impact
of one important mediating factor-Family Education-in this study.
It has been demonstrated that our research into the
effects of TV advertising on children has been rather limited in
scope. Many of the findings of studies to date must be considered
tentative in the absence of replication and corroboration.
Finally, it is felt that the research reported herein would make a




It is the major objective of this research to find out
the exposure effect of TV commercials on children. It is intended
to explore whether the exposure will influence the formation of
attitude, cognition and behaviour of the children towards the TV
commercials. In addition, other mediating variables such as the
parent and child communication and parental control over
children's viewing of TV will also be investigated in an effort to
find out whether it may help to shape the attitude and cognition
of the children while viewing TV commercials.
II. VARIABLES
Based on the objective and related literature of the
study three sets of variables are identified to facilitate the
formulation of hypotheses and application of statistical analysis.
The variables are as follows:




control of viewing environment
Dependent variables: Children's cognition of TV commercials
Children's attitude towards TV commercials
Children's behavioral intention as
influenced by TV commercials
HI- OPERATIONAL DEFINITIONS
1. Television Advertising or Television Commercials
The word 'advertisement' has its meaning implied in the
Television Ordinance 1964 i.e. television advertising is any
broadcast material designed to advance the sale of any particular
product or to promote the interests of any organisation,
commercial concern or individual, such material ordinarily using
air time which is either paid for or given in return for other
consideration (Television Advertising Standards, Revised Edition,
1983). The Television Authority has discretion to preclude certain
types of advertising time permitted under the Ordinance e.g.
public service announcements and approved material connected with
charities and public appeals.
2. Television Exposure
Exposure occurs when a viewer comes into contact with
the TV commercials both visual and auditory. To measure exposure
at simply sensory level, is obviously quite difficult. Many
researchers claimed (Percy, 1980). As a result, most advertisers
have chosen to regard exposure as occurring if the receiver can be
shown to have exposed, not to the TV advertising directly but to
the television in which the advertising was placed.
3. Family Education
The amount of freedom the child is allowed in selecting
programmes, the general or specific rules parents impose on their
children's viewing, the frequency of discussion and comments on
the programmes, the amount of interaction between parents and
children during television viewing.
4. Children's Cognition towards TV Advertising
The child's abilities to discriminate between
commercials and programs and to comprehend the purpose of TV
commercials.
5. Children's Attitude towards TV Commercials
The child's degree of believabi1ity, liking, and
motivational tendency toward products he sees advertised in TV
commercials.
6. Children's Buying Behaviour
It means whether the child wants to buy the advertised
product.
IV. HYPOTHESES AND MEASUREMENT
Based on the above mentioned objectives, several
hypotheses have been formulated to address the detailed
relationships between exposure to TV commercials and associated
attitudinal, cognitive and behavioral effects while the influences
of other mediating variables will also be considered.
The first major hypothesis is the one concerning the
effect of exposure to television advertising.
HI High exposure will lead to greater influence on
children in terms of attitude, cognition and
buying behavior.
In order to deal with this hypothesis, two main aspects
should be clarified beforehand. The first one is how to measure
the degree of exposure, and the second one is the identification
of attitudinal, cognitive and behavioral influences.
It is normally assumed that the intensity of viewing TV
programs is approximately the same as viewing TV commercials. That
means if a child viewing normal TV programs twice as much as as
another child, then, it may be of double exposure to TV
commercials compared with another child. However such Assumption
is oversimpl ified and neglects the fact that intensity of TV
commercial included in different TV programs may vary
substantially.
In order to overcome such problem a special method of
measurement was developed to find out a more accurate amount of
exposure. The method is to give the children a check list of all
the TV commercials regularly aired over the month before the
interview and ask them to tick those items they have viewed
most of the time and then total hours of viewing will be
calculated accordingly.
Concerning the effect of exposure, three group of
subhypotheses are formulated in due course to address the
relationships between exposure and cognitive, attitudinal and
behavioral effects. The subhypotheses relating cognitive effects
are as follows:
H1A: High exposure children will have higher level of
understanding of the nature and reasons of TV
commercial s.
The first subhypothesis is mainly aiming at measuring
the extent to which the children understand what is about in the
TV commercial since such measurement could serve as an indicator
of the potential of the children to be misled by the commercials.
A ten-item test on nature, purpose, and reasons of TV commercials
is set to spell out the degree of understanding by the children.
Concerning the measurement of the attitudinal effects
another subhypothesis is formulated as follows:
H1B: There will be much more significant attitudinal
v
effects for high exposure children than low
exposure children.
Lastly, coming to the area of behavioral influence the
buying intention of the children will be taken as indicator and
the subhypothesis is formulated as follows:
H1C: High exposure children will have more product
purchase request than the children of lower
exposure.
The normal measurement for attitude is a questionnaire
asking the attitude of the respondent towards certain object on a
like-dislike scale. It would be quite useful for adult respondents
but may encounter problems of not being able to grasp exactly the
meaning of abstract terms such as like or dislike when presenting
to children. Fortunately, Rossiter (1977) developed a self-
administered attitude test composed of various items reflecting
the affective beliefs about TV commercials. Since the test had
been tried in similar situation (i.e. administer to school
children in the classroom) and with proven record of reliability,
the writer would just reproduce the test for measurement of
attitude in due course.
For the measurement of behavioral influence several
questions are set asking for whether the children would ask for
the purchase of the advertised items and which items will normally
be chosen and in what frequency.
3L mediatingintervening factors
The influence of family should be the most important
mediating factor affecting the impact of TV commefcials on
children. It is also the one with most practical value to my
study since it will give insights on how the home TV viewing
environment should be arranged in order to prevent the negative
impacts of TV advertising on children. Therefore special care will
be taken in this area.
Since the parental influence could be classified into
two major areas i.e. the interaction between children and their
parents and the control of the viewing, two groups of hypotheses
are formulated accordingly.
As for the interaction between the children and their
parents hypotheses should be as follows:
H2: The exposure effect of more parent-child
communication children would be quite different
from those less parent-child communication children
in case of being influenced by the TV commercials.
Subsequently, three other subhypotheses are formulated
to address the impact of interaction on children s cognitive,
attitudinal and behavioral responses of TV commercials.
H2A: More parent-child communication children would
have better knowledge and understanding of the
nature and reasons for TV commercials than less
parent-child communication children.
H2B: More parent-children communication children would
have more similar attitude towards TV
commercials as their parents than the less parent-
children communication children.
H2C: More parent-children communication children
would have less product purchase request than the
less parent-children communication children.
The measurement of intensity of interaction relies on
the estimates of frequency of communication between the parent and
the child provided by the parent. A structured questionnaire is
set to help parents to memorize the occasions of communication
occurred while an open ended question is set for supplement. An
arithmetic mean would then be calculated on the scores of all the
questions as indicators of the intensity of communication.
Relating to the influence of the control over the
viewing environment the hypotheses are formulated as follows:
H3: High parental control children differ significantly
from the low parental control children in exposure
effects.
H3A: High parental control children may know better than
the low parental control children in knowing the
nature and reasons for TV advertising and are less
affected.
H3B: High parental control children would differ from low
parental control children in their attitudes towards
TV advertising.
H3C: High parental control children would have less
product purchase request than the low parental
control children.
A questionnaire consisting of different common kinds of
control usually exercised by parents is set to measure the degree
of control imposed by the parents on their children.
A questionnaire asking for the attitude of the
parents will also be set and sent to the parents. The result will
be analyzed together with the result obtained from the tests
administered to the children.
Similarly, a questionnaire is also set to ask parents
about whether there is request from children to buy the advertised
items and how frequently does it happen.
VI. SAMPLING
In order to test the above hypotheses, field study
method (Kerlinger,F.N.,1964) will be employed and questionnaires
will be delivered to children as well as parents to obtain their
ideas. Owing to the limitation of manpower and time it is nearly
impossible to design a randomized sample for the test. Only
convenient samples are drawn from seven cooperating schools
(refer to chapter four, Table one). So, caution must be taken in
case the findings are for any application purpose for large
population.
The target population is the students from Form one
since they are normally of age from twelve to fourteen. Usually
children of this age bracket are in the stage of developing their
awareness of their surroundings and formation of attitude and
cognitions (Piaget, 1952). The bulk of evidence indicate that
understanding of the nature of TV advertising does not occur much
before the age of this type (Roberts et.al. 1978). About 600
twelve to fourteen year old boys and girls are recruited from
seven subsidized secondary schools in Hong Kong. This particular
age group was selected since other related tests revealed that
v
children below 12 years of age had difficulty understanding the
questions and report their attitudes (Rossiter and Robertson,
1975).
According to Piaget, children from four to seven years
of age (intuitive thinking stage), are still guided primarily by
sensory-motor activities. In his study, children from eight to
twelve year old are able to understand the experimental
instructions and havelittle difficulty answering the questions
they haveapparently reached what Piaget called the concrete-
operational stage where children are able to think about the
information presented, and about the actions that they had
previously been able to carry out only at the sensory-motor level
(Piaget, 1952).
In Goldberg Gorn's (1978) study, children who were
older than eleven often questioned the nature of the experiment
and seemed reluctant to accept the experimental instructions at
face value. Their findings were consistent with Piagetian theory
suggesting that beyond age eleven (formal operations stage)
children tend to approach situations with preconceived hypotheses
based on.previous experience (Piaget, 1952).
Therefore, the appropriate age group for the present
study seemed to be children from twelve to fourteen year old who
have reached a sufficient level of comprehension but are young
enough to be considered trustful subjects.
VII. DATA COLLECTION
Questionnaire is the method used to obtain data from
the students as well as their parents (Appendix II). A translated
Chinese version was developed and modified from the inventory of
Rossiter (1977) and Wieman (1979). The whole questionnaire here
consists of two parts: one is for students and the other is for
parents to fill in. A briefing about the intention of the research
and the meaning of the questionnaires and tests was conducted to
teachers of selected schools before the students were requested to
fill in the questionnaires under the instruction of their
teachers. In case any query arises the attending teachers were
responsible for detailed explanation and description. Since the
questionnaire was quite simple literally not much problem is
expected during the data collection stage.
A pilot test was done in November, 1987 to identify any
possible problems concerning the completion of the questionnaires
and therefore corresponding solutions and instructions were given
accordingly to guarantee a better turn-up in data collection.
Afterwards, questionnaires were collected and be transferred to
the researcher for coding and compilation. Sample check was
adopted by means of telephoning some of the respondents to check
whether they understood the questionnaire well enough and were
given enough instructions before setting off to complete the
questionnaires. Problematic responses were deleted or amended ir
due course (see appendix III).
As for the research on parents' responses
questionnaires were transferred through their children who had
completed the questionnaires in the school. The students were also
responsible for returning the questionnaires. Since the return
rate would be quite doubtful in case some parents found it hard
or too cumbersome to complete and returned the questionnaires it
was planned to conduct telephone interview to a selected sample of
parent respondents in order to promote higher rate of return as
well as improve the quality of returned questionnaires. The result
of telephone check was basically satisfactory. It was found that
within the total seventy selected samples, eighty-nine percent
(89%) of the parents gave almost identical responses as we had
collected. No obvious difference was discovered from the checking
process.
ttt rnnTMr: DonfFniiRi
Since standardized codes of numerical value i.e. 1,2,3
and so on had already been included in the standardized questions
of Likert scale of the questionnaire, we do not have to recode
those questions, (refer to the questionnaire) However, since there
are different sets of questions developed to test the degree of
parent-child communication, control on TV viewing, as well as
attitude, cognition and buying intention as response to TV
commercials it is necessary to calculate the mean of the scores of
those Questions as an overall degree indicators of the above
mentioned variables. So, when Crosstab Analysis is to be employed
it is required to recode all those means into different classes in
order to facilitate the statistical analysis. Furthermore, there
are also many questions asking for actual figures e.g. how many
hours spent on watching TV. So, a procedure of recoding is
necessary to change them into sampler scale easier for handling
and analysis. A distribution table was developed afterv the data
had been collected in order to reveal the major concentration and
tendency of the data and a sampler scale was then generated to
classify the data.
IX. PILOT STUDY
Before the field work was conducted a pilot study was
carried out for a small sample of eighty students from two classes
of Form-one students of a government-aided (whole day) secondary
school. The result from the pilot study was valuable for the
modification of the questionnaire and the primary verification of
the reliability of the test. It was found that the Form-one
students found it difficult to understand and comprehend the
section-cognition. Therefore, rephrasing and rewording of the
items were needed before the writer carried out the real test. The
return rate was very satisfactory. Ninety-three percent (93%) of
the questionnaires were returned by both the students and parents
from the school involved in the study.
x. STATISTICAL ANALYSIS
Several statistical tools were employed to verify all of
the above mentioned hypotheses with the variables specified
before. Methods can be summarized as below:
As a major means to test the hypotheses, t-tests were
used. Since the measurement of degree of exposure, interaction
and control of viewing environment are measured on interval scale
and divided into two groups pairwise t-test were used to address
their influence on the cognitive, attitudinal and behavioral
effects of the children.
Meanwhile, a correlation matrix was run for all of the
independent and dependent variables. The correlation coefficients
found thereby could be helpful in analysing any relationship
existed among independent variables and dependent variables. Also
the correlation coefficients can help to test group hypotheses HI,
H2, and H3.
However, there are some limitations concerning the use
nf correlation coefficients since the fiaures would onlv tell
linear association between any two variables and thus non-linear
relationship would be neglected. This is why other tools such as
Crosstab would also be adapted for analysis.
Summing up all those statistical results, the
relationship between those independent and dependent variables




Data for this research were gathered during April, 1988
in the seven subsidized secondary schools in Hong Kong. The
collection of data was carried out in accordance with the
procedures outlined in Chapter three.
Raw data from the questi onnai res was transferred
directly to coding sheets and later into a data base file of a
computer. Once all the data were transferred to computer cards,
statistical analyses were performed using routines of the
Statistical Package for the Social Sciences (SPSS) programs.
A preliminary analysis of the data collected focused on
an examination of the distribution of key variables in the study
and certain other sample descriptors for which data was collected.
Frequency distributions were employed for this purpose.
The primary act of the data analysis was, of course, to
test the hypotheses discussed in the previous chapter. Inasmuch as
all hypotheses calls for a comparison of 2 respondent subgroups
along some variables, the primary tool of analysis chosen was a t-
test. This test provided as indication of whether an observed
difference between subgroups was statistically significant or due
to chance. The procedure for testing an hypothesis was: a. All
significant level of 0.05 was established, b. The expected sign of
t was determined.
In addition to the above analyses, some supplemental
analyses such as Pearson Product-moment correlation coefficient
were also performed on the data to provide better understanding of
the interrelationships. Analyses are discussed in subsequent
sections.
The findings of this study will be discussed in four
sections. The first will present statistics of the sample and
related factors, while the second examines key variables. The
third section will deal with findings concerning the effects of
exposure to television advertising on child viewers, with the
fourth reporting the parental influence.
II. SAMPLE CHARACTERISTICS
The sample consists of 560 Form-one students and their
parents in 7 different subsidized secondary schools in Hong Kong.
However, only 517 questionnaires were completed properly by both
students and parents and their data was analysed.
The sites of school samples were well distributed in
Hong Kong Island (HK), Kowloon (KLN) and the New Territories (NT).
The number of responses from each school were shown in Table 1.
Therefore, although the sample in this research was not completely
randomized, it is still a rather well representative of all Form
one students in Hong Kong. The sex distribution of students was
fairly similar to that of Hong Kong population (Hong Kong annual
report, 1988).
Representation of the sexes among students respondents
was well balanced, with girls making up about 50.3% of the sample,
and boys 49.7% (Table 2). And age of student respondents ranged 11
to 15 years with an average of 12.3 (Table 3).
Table 1: Number of respondents from each school
Name of school Site Number of
students
%
Lee I Yao Memorial Sec. Sch.
St. Francis of Assisi's College
Yu Chung Keung Sec. Sch.
Henrietta Sec. Sch.
Baptist Lui Ming Choi Sec. Sch.
Pui Ching Middle Sch.























Table 2: Distribution of sex of student respondents
































Among the other descriptive data collected from parents
were sex and educational level (Table 4 and 5).
Table 4: Distribution of sex of oarent resoondents








Table 5: Distribution of education level of parents respondents
Education level Number of Darents Percentage
University graduate
Post-Secondary
Form 4 to form 6



















Table 4 shows that 68% of parents respondents were
female and 32% parents were male. Their educational level is shown
in Table 5. Most of them reached secondary level and there should
not be any problem for the parents to interpret the items in the
questionnaire.
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Before presenting the results of the statistical tests
of hypotheses, it is desirable to examine the distribution of the
key variables (i.e., exposure, communication, and control).
Frequency Distribution has been developed for each of these
variables and are presented in the following:
Table a shows the distribution of children's reported
average daily exposure to TV. programs. The average time spent on
TV on Sunday and Saturday which was calculated from the 'ticking
of the program' is 5.8 hoursday. From these results, the
researcher calculated the average time spent on TV everyday by
children is 4.6 hours. They are stratified into four groups- low,
middle, high and very high exposure. The average time spent on TV
everyday in each group of children was less than 3 hours, 3.01 to
5 hours, 5.01 to 8 hours, and above 8.01 hours respectively. By
this, it is clear that the average time spent on TV by the Form-
one students in Hong Kong is relatively high. Because it was found
that in Britain and America, the average TV viewing time for teens
is about 3 hours per day (Neilson Report, 1981).
The valid percentage of students in each groups are
13.6, 37.0, 30.0 and 19.4 respectively (Table a).





















The distribution of parental control is given in Table
b. The result is very close to students' view and parents' view on
control. The degree of control is expressed as low, middle and
high groups according to the scores.
Table b: Distribution of amount of parental control over students'
TV viewing
Students' view Parents' view
















Total 498 100.0 473 100.0
Also parents' and children's attitude towards TV
advertising is grouped as unfavourable, neutral and favourable
according to the scores. The valid percentage of the children's
attitude in each group is 14.4, 84.6 and 1.0 respectively (Table
c) And the val id percentage of the parent s attitude in each
group is 20.6, 19.0 and 0.4 respectively (Table d).


































The cognitive effect of TV commercials on children will
be discussed. They are classified as high or low cognition towards
TV commercials. The valid percentage in each group reads 81.3 and
18.7 respectively (Table e).
















The buying behaviour (product purchase request) of the
children was tested by asking both parents and children whether
they would ask their parents for the product advertised on TV
advertising and the results from parents and children are shown in
Table f. They are grouped as no, seldom, sometimes and often.
Table f: Distribution of product purchase request stimulated by TV
advertising as seen by children and the Darents
Student
Parent

































Also it is interesting to see that both parents and
children states that their wants of buying is seldom accepted
(Tableg).












































Finally, the types of product that children would tend to
request to buy after viewing certain amount of TV advertising is
shown in Table h. The results shows that among these 4 types of
product, it was suggested children tend to ask to buy sports and
food product more.
Table h: Distribution of types of TV advertising product that
children request to buy







































In reality, it was found that the frequency of food
advertising is evidently higher than other TV advertising in TV
programs. Faber (1975) also indicated that a very high percentage
of children's advertising is for food. Most of the foods
advertised are high in sugar and low in nutrition, with the main
items being sugared drinks (e.g. Coca Cola). Therefore, it is not
surprised to find that the students tend to ask the food product
more.
IV. INTERCORRELATION AMONG KEY VARIABLES
In studies such as the present one in which multiple
predictor variables are employed, it is of interest to determine
whether or not interrelationships exist among them. The existence
of Intercorre1 ation among a set of predictors limits the
researcher's ability to interpret predictor criterion
relationships. It is also of interest to determine whether
dependent variables are interrelated. Therefore Pearson
correlation coefficients are calculated among the key independent
variables and among the dependent variables. The results are given
in Table A1,A2,A3 for the key independent variables. There was
significant correlation between students' view on communication
and students' view on control (r=0.39, p 0.001) (see Table Al).
Table A2 shows that the correlation coefficient which is
significant at the 0.05 level is that between parent's and
student's view on communication, parent's and student's view on
control, parent's view on communication and student's view on
control, parent's view on control and student's view on
communication. It is possible to believe that a relationship
between communication and control is not surprising. In other
words, the more communication parents and children have, the
control given may be higher or vice versa. In Table A3, a
significant relationship between parent's communication and
parent's control was found.
Table Bl, B2 present the results for the dependent
variables. It can be seen that the correlation coefficient in
Table Bl which is significant at the 0.05 level is that between
the student's cognition and student's purchase request. Also the
relationship between student's attitude and student's purchase
request reaches statistical significance at the 0.05 level.
In Table B2, it can be seen that the only correlation
coefficient which is significant at 0.05 level is that between the
parent's attitude and student's purchase request towards TV
advertising. A relationship between attitude and purchase request
is somewhat expected. Favourable attitudes among children were
found to be associated with a higher level of purchase request. It
is possible that an intervening variable such as co-viewing or
attention level is operating to link these variables in a positive
relationship. On the whole, it can be concluded that the
independent variables such as parent-child communication and
parent control are interrelated, and that the independent measures
are, to certain extent, with some association.






































P 0.001 n= 376


































P 0.001 n= 368
)L EXPOSURE 10 TELEVISION ADVERTISING
Of primary interest in this study is the relationship,
if any, between exposure to TV advertising (as measured by
exposure to TV programs) and certain cognitive, attitudinal, and
behavioral effects. Hypothesis 1A suggests that high exposure
children will have higher level of understanding of the nature and
intent of TV Advertising. Respondents were subgrouped into high
and low exposure categories. Those in 'high group reported
watching 8 or more hours of TV programs per day, while those in
the 'low' group reported watching less than 3 per day.
It was found that both groups have no difference in
cognitive score (Table CI). So hypothesis A1 cannot be accepted in
this study.















+ 1.34 482 0.091
High exposure children were hypothesized (H1B) to have
more favourable attitude toward TV advertising than low exposure
children. Scores of the two groups are compared in Table C2. It
was found that both groups have no difference in attitude (Table
C2). Therefore, hypothesis IB is rejected here.















+ 1.76 483 0.076
Finally; it was hypothesized (H1C) that high exposure
children make more product purchase request in general than low
exposure children. Table C3 shows that the high exposure group
made more product purchase request than the low exposure group.
From these results, it would appear that exposure to TV
advertising does in fact stimulate purchase requests for children
products in a variety of categories normally advertised on TV
v
programs. So, significant relationship between cognition and
product purchase request was found and hypothesis 1C can be
accepted.
















On the basis of these findings. Hypothesis 1A is not
accepted. Hypothesis IB is also rejected. Only hypethesis 1C is
accepted. Higher exposure to televisi on advertising apparently
contributes to more product purchase request.
It is felt that the method used for grouping respondents
on the independent variable has the potential to mask, in certain
cases, a linear relationship between that variable and one of the
dependent variables. This would depend upon the characteristies of
both distribution, and would most likely happen where the linear
association was somewhat weak. As alternative test of the exposure
hypotheses was undertaken by calculating Pearson product- moment
correlation coefficients for each exposure dependent variable
pair. The results are given in Table C4.
Table C4: Correlation of exposure with the dependent variables
Cognition Attitude Purchase Request
Exposure 0.1027 0.1994 0.0906
e P 0.001 n=368
Pearson product-moment correlation coefficient
The findings are basically the same as those produced by
a t-test analysis. The only significant correlation found is
between exposure and attitude. However, the Pearson product-moment
correlation found is between exposure and product purchase request
misses statistical significance at the 0.05 level by only 0.0906.
The discrepancy with the results of the t-test is not felt to be
important, because the findings given in the correlation is not a
direct proportional and linear relationship. And it will be
concluded that a relationship (although not a particularly strong
one) may exist between the two factors. So the result of a t-test
can be proven as a valid evidence in this condition.
VI. EFFECTS OF PARENTAL INFLUENCE
The second major area of concern in this research is the
importance of parental influence in mediating the effects of T
advertising on children. It is felt that parents can influence
their children's reactions to TV advertising in two ways. The
first is by parent-child communication, thereby transmitting their
attitudes and viewpoints to them. The second is by controlling or
manipulating the TV viewing. The measurement of these variables
was discussed in chanter III.
These hypotheses dealt with the effects of the first
conceptualization of parental influence or parent-child
communication. Hypothesis 2A states that children who have more
communication with their parents on the subject of TV and TV
advertising would have better knowledge and understanding than
those who communicate less frequently with their parents. To test
this hypothesis, child respondents were grouped into 'high' and
Mow' communication subgroups on the basis of whether their
communication scores. A t-test showed that two subgroups differed
significantly on their cognition scores. The results of the test
are given in Table Dl. The high communication group actually had a
higher mean cognition score than did the low communication group.
The possibility of a relationship between parent-child
communication concerning TV advertising and the child's
understanding of the nature and purpose of TV advertising is not
significant and it should be explored further in the field of
child developmental psychology.

















+2.65 469 0 004
It was also hypothesized (H2B) that more parent-child
communication children would have more similar attitude towards
the TV advertising as their parents than the less communicated
child. To test this proposition, an attitude difference score was
calculated for each subject by subtracting hisher parent's score
on the standard attitude test from the subject's own score on the
same standard attitude test. The mean difference score for high
communication subjects was compared to that for low communication
subjects. The results are presented in Table D2. The t-test
indicates statistically significant difference between high and
low communication group. Not surprisingly, this effect is greater
for high communication subjects.



















The amount of parent child communication was also
hypothesized to influence the number of product purchase request
in (H2C). Table D3 shows the comparison of high and low
communication subjects on these variables. It was found that the
number of product purchase requests is greater for more parent-
child communication children than for less communication children.
In this case, the relationship is significant.


















The second conceptualization of parental influence is
the control of the child's TV watching behaviour through the
imposition of viewing guidelines regarding the nature and amount
of programming to which the child is exposed. Subjects were again
grouped into high and low categories on the basis of whether their
control scores were greater than (including equal to) or less than
the median control score for all respondents. Hypothesis 3A
suggests that high parental control children may know better than
the low parental control children in knowing the nature and intent
of TV advertising. Table El shows a comparison of the mean
cognition scores by high and low group. It is found that the
parental control of the child's viewing behaviour is
significantly correlated to the child's ability to understand the
nature and intent of TV advertising. A relationship between these
variables is significant.

















it was further hypothesized (H3B) that high control
children would differ from low parental control children in their
attitudes towards TV advertising. The mean attitude test score for
the 2 groups are given in Table E2. Based on this test, these does
not appear to be any relationship between parental control and
children's attitude towards TV advertising.
















+ 1 .59 472 0.113
Finally, hypothesis 3C suggest that high parental
control children make less product purchase request than the low
parental control children. Table E3 presents the results of these
groups. Parental control dose not appear to be related to the
frequency of purchase requests. No significant difference was
found between parental control and product purchase request.

















As with the exposure hypotheses, the parental influence
hypotheses were subjected to a second test. The following Table F
presents Pearson product-moment correlation coefficient for the
exposure effect and parental influence on dependent variables.
Both involve indications of relationships in the similar direction
but stronger than those revealed by the t-tests. Several notable
differences from those obtained with the t-tests show up in these
correlations.
The Pearson product-moment coefficient correlation of
parental-child communication with attitude is 0.03477, cognition
is 0.2636 and product purchase request is 0.2694, which is
significant at p0.001. the correlation of parental control with
child's attitude is 0.1706 and child's cognition is 0.1645, which
is significant at p0.001. It is concluded on the basis of this
evidence that these variables are strongly related. In other
words, parental influence obviously is one of the key factors in
«
mediating the growth and development of our Form-one students in
Hong Kong.
Table F: Correlation of Parent-child communication, parental

















Pearson product-moment correlation coefficients
In case of parent-child communication and cognition,
parental control and cognition, both tests reveal significant
relationship and are of same direction.
Also both tests reveal significant relationships between
parent-child communication and students' attitude, students'
cognition towards TV advertising, as well as the product purchase
request made by the children. So parent-child communication has a
significant impact on the three dependent variables.
However, based on the correlation test, students'
attitude towards TV advertising is apparently positive as parental
control. A significant correlation was found between parental
control and attitude. So the result indicated is different from
that given by a t-test in which no significant difference was
found.
As a result, a rather consistent statistics was found.
.Finally, the possibility of a non-linear relationship
was explored through the examination of cross tabulation table and
chi-square tests. The procedure again failed to produce any new
informations contrary to the result of correlation at least
regarding parent-child communication and the dependent variables
(see Table X1,X2,X3).
Table XI. Chi-Square test of parent-child communication to
students' attitude towards TV commercials















P 0.05 Chi-Square= 62.16 d.f.= 4
Table X2. Chi-Square test of parent-child communication

















p 0.05 Chi-Square= 62.16 d.f.= 4
Table X3. Chi-Square test of parent-child communication to
students' Droduct Durchase reauest.
Students' product purchase request



















d 0.05 Chi-Square= 14.18 d.f.= 2
However, there were some different findings in case of
exposure and attitude, exposure and product purchase request and
parental control in relation with cognition.
Judging from the result of correlation test, exposure
and students' attitude was significantly correlated whereas the
Chi-Square test for exposure and attitude was significant at
0.6465 which means no significant relationship 'was found. Also,
the product purchase request behaviour of different exposure
groups was significant (Chi-Squate= 24.99, p 0.05). So it does
contradict to the results of the correlation test. (Tables Yl, Y2,
Y3)
Table Yl. Chi-Square test of TV advertising exposure to
students' attitude towards TV commercials
Students' attitude towards TV commercials





Middle 15 107 1
High 16 102 2
Very high 17 103 2
p 0.05 Chi-Square= 4.22 d.f.= 6
Table Y2. Chi-Square test of TV advertising exposure










Very high 100 24
P 0.05 Chi-Square= 0.48 d.f.= 3
Table Y3. Chi-Square test of TV advertising exposure to
students' product purchase request
Students' product purchase request




Low 41 61 19 2
Middle 35 62 26 2
High 25 59 38
Very high 20 60 47 2
p 0.05 Chi-Square= 24.98 d.f.= 9
Lastly, it was found that cognition of different
parental control .groups was not significantly different( Chi-
Square= 2.08, p 0.05). But based on the correlation test,
parental control and cognition was significantly correlated(
r=0.3527,- p 0.05). So parental control appears to have more
effect on students' attitude but not their cognition (Table Zl,
Z2, 13). Though the difference in result is somewhat expected, the
researcher would use it as an indication in exploring more
information in this subject.
Table Zl. Chi-Square test of parental control to
students' attitude towards TV commercials





Middle 37 275 3
High 8 5E
2
p 0.05 Chi-Square= 10.89
d.f.= 4
Table Z2. Chi-Square test of parental control









p 0.05 Chi-Square= 2.08 d.f.= 2
Table Z3 Chi-Square test of parent-child communication to
students' product purchase request.
Students' product purchase request
No Seldom | Sometime Often
Parental
Control
Low 32 45 30
Middlg 67 163 86 4
High 21 33 15 2
p 0.05 Chi-Square= 8.79 d.f.= 6
recognize a sponsor as the source of the commercial message, (3)
comprehend the intentionality or selling intent of TV commercials
and (4) understands the commercials are symbolic and unreal.
[Rossiter and Robertson, 1974; Ross, Campbell, Huston-Stein and
Wriaht, 19811.
So it is justified to say that in this study the Form-
one students who are, in general at the age of 12-14 years-old,
should be able to comprehend and understand the nature and intent
of TV advertising. This result is also parallel to the eminent
Piagatian's theory of child's learning. In view of this, positive
correlation can be predicted between cognition and the child's
To further analyse the notion 'Cognition' in relation to
the exposure to TV advertising, it would be better to study and
discuss the 10 specified items in greater details. The result are
as followinqs: Table X











1.Viewing TV advertising can
help us to differentiate the
nature and functions of the
product
183 35.7 328 63.9 8 0.4
2.Money must be paid by
advertisers when TV
advertising appears on TV
34 6.6 479 93.4 6 1.2
3.Many people 1 ike TV
advertising because it is
generally said that they are
highly reliable and believable
181 35.5 329 64.5 9 1.7
4.TV adv. can widen our language
and speech ability
425 83.2 86 16.8 8 1.5
5.Without or no sponsorship from
advertisers, TV programs may
have to stop or cancel
319 61.5 189 36.4 11 2.1
6.Advertisers want the consumers
to have a better 1ife
92 18.0 418 81.8 9 0.2
7.A toy advertiser would prefer
to advertise after 9 am
instead after 7 pm
344 66.3 167 32.5 8 0.2
8.Viewing TV adv. will help us
to analyse the quality of
different products
226 43.3 285 54.7 8 0.4
9.Products that have been
advertised more frequently on
TV implies that it is more
popular
119 23.1 392 76.5 8 0.4
10.Some TV adv promote Civil
Education
166 32.0 343 66.1 1 0.2
With reference to the findings, it was found that the
Form-one students, in fact, do not fully understand the nature and
intent of TV advertising. Only half of the 10 items are answered
sensibly and correctly. Yet others still remain mystery to the
children. It was demonstrated that the children's inability to
identify the subtle messages which hidden behind the 'mask'. For
example, 63.5% of the students believed Item 3 that TV advertising
is highly reliable and believable. It would be perhaps, Sue to the
inadequate critical thinking to help to analyse TV and TV
advertising messages. Regarding to this, the writer was very much
surprised by the responses given to Item 6. Over 80% of the
student respondents believed that advertisers want the consumers
to have a better life. Morris (1971) justified this by saying that
TV advertisements create false illusion on children through the
use of irrational or emotional appeals.
Piaget (1975) also indicated that many useless fad items
can be successfully pushed off on children, if they appear more
frequently on TV. Therefore it can conclude that 76.5% of the
students thought that products that have been advertised more
frequently on TV implies that it is more popular. It is clear that
it is a complicated process for children to learn all these
tactics manipulated by the advertisers in the TV advertising. Of
course, many researchers proved that the cognitive ability of the
child can be strengthened and acquired with the help of other
variables.
But what other factors and variables influence such
1earning?
In this study, the amount of Parent-child communication
on the subject of TV advertising was likewise found to be related
to cognition at the significance level p 0.05. Also parental
control on child's viewing will have some sort of influence on
child's cognition at the significance level 0.05 (referred to
Table F, Table El, Table Dl).
The correlation of cognition with parental-chi 1 d
communication is quite obvious and significant. It may be an
indication that learning does result from contact with the parents
themselves, but whether the absolute quantity of contact is more
important than the 'quality' such as duration, place, emotional
states of contact, remains a mystery and worths further
exploration. What Rossiter (1977) can indicate is that by age
eleven or so, when asked questions such as Does TV advertising
tell the truth or (Can) you always believe what the people in
the commercials say or do?, children have indeed learned the
appropriate (parentsadult) responses.
Some researchers agreed that it is not likely that
parental control and parent-child communication will enhance
hisher understanding of the nature and intent of TV commercials.
However, it has been explained that the importance of
the control variable may lie in what it indicates about the
nature of the viewing environment of the child in general.
Parents of high control children were found to communicate more
with their children about TV advertising and to be from a higher
educational background. Thus, control itself, while not
necessarily influencing cognition, may be indicative of an
environment more conductive to learning.
II. ATTITUDF
A second variable explored in this study was the
child's attitude toward TV advertising. The relationship between
attitude and exposure was partially supported (r=0.20, p
0.001). So they might have positive relationship which is
consistent with the findings of Ward and Robertson (192), who
found that high exposure correlated with positive attitudes.
However, the first, and perhaps, still the most
ambitious and famous, investigation of the relationship between
children's attitudes and their exposure to mass media was the
sense of reports known as the Payne Fund Studies. Of the various
Payne Fund Volumes, Peterson and Thurstone (1933) tried to look
for changes in children's attitudes towards various social objects
as a result of exposure to different films which the authors felt
could be expected to influence their attitudes. Their findings
showed that (a) certain films changed attitudes with but a single
exposure, (b) the attitudinal effects were cumulative.
Though Peterson and Thurstone's findings have been
criticized not to have the real setting, the realistic of
conducting research in the field of media communication research
that we must learn to live with the weakness of such designs in
order to gain from their strengths. So when we look at the
findings of the present study, the writer may conclude that
attitudes towards TV advertising is probably influenced by the
cumulative and high exposure of the children.
On the other hand. Professor Ward (1972) stated that
children liked TV advertising which they perceived them to be
humorous and those which contained good music or cartoons. They
disliked advertising which they thought boring or dull.
So what are the other reasons that affect students'
attitude towards tV advertising? In this study, it was found that
TV advertising such as City Chain, Coca-Cola and Mass Transit
Railway are the three most popular TV advertising being ranked by
the Form-one students in Hong Kong accordingly, out of the ten
given TV advertising choices in the questionnaire. Naturally, it
could be explained by the famous psychologist Erikson (1950) that
students projected themselves as the presenters or celebrities who
are dynamic, energetic and healthy young adolescents in the TV
advertising. It is what he termed it as 'Role identity' stage.
Besides, good music, humorous content, intimated and harmonrious
feelings are certainly important criteria to be liked by the Form-
one students in Hong Kong.
In addition, Rossiter and Robertson (1974c) also
reported that heavy viewers tend to 'like' advertising more than
light viewers. So a 10-item test of children's attitude toward TV
advertising has been modified and developed. The items reflect a
range of affective reactions toward TV advertising. For
convenience in analysis to follow, the items are shortened as:
(1) perceived truthfulness (2) dislike content (3) potential
annoying qualities (4) overall likability (5) believability of the
advertisements (6) unrel iabi 1 ity of the advertisements (7)
knowledge enrichment (8) seeking luxurious life (9) persuasive
(10) entertaining. Five of the items (1,4,5,7,10) refer to
positive aspects of TV advertising and the other 5 items refer to
negative aspects.
However, the data collected in this study demonstrated
children's attitude toward the positive aspects of TV advertising
was not as high and favourable as we expected. A frequency table y
is shown to illustrate this findings.



























































































































positive aspects of TV advertising n= 519
This finding, perhaps, could be explained by those
outstanding researchers who have postulated that these
institutional feelings change with age (Adler et. al.,1977
1980). Ferguson (1975) found an indication of a relationship
between grade level and less favourable attitudes toward TV
advertising. Robertson Rossiter (1974c) also found grade level
related to the presence of an attitudinal defense against the
influence of TV advertising.
Perhaps, turning to the more recent literature on TV
advertising's influence on children's attitude, the above
conclusion may not be supported by some researchers. They probably
believe that attitudes toward TV advertising are influenced by
parents. In fact, this statement is supported by positive
correlation between the child's attitude and of hisher parent-
child communication (r=0.35, p 0.05), and the significant
relationship between the child's attitude and the amount of
parental control exercised over the child's viewing (r0.17, p
0.05) in this study.
The findings indicated that when parents were asked to
express their opinion about TV advertising on children, their
reported attitudes were often considerably more negative. It was
reported that 99.6% (refer to Table d) of the parents expressed
unfavourable attitude and middle attitude toward TV advertising.
It was also found that the more frequently parents reported
communicating with the children on the subject of TV advertising,
the much more similar attitude they will have. Therefore, in
exercising control over the child's TV viewing, parents are likely
communicating their belief. For example: excessive viewing is not
desirable. That is, Ward (1972) explained that parents with more
negative attitudes toward TV advertising reported exerting more
control over their child's viewing.
Roper (1980) conducted a study of parental attitudes for
the Television Information Office. The data also showed that
resistance to TV commercials on children's programs was much less
than accepted. These results are, however, consistent with Atkin
(1975b). Alternatively, these findings could be interpreted as an
indication that more frequent parent-child communication and co-
viewing will likely affect the attitude formation of the child on
TV advertising. It is suggested that the potential benefit of
family viewing is interaction between parents and children about
programs and TV commercials leading to learning. Corder-Bdz and
O'Bryant (1978) demonstrated that intervention by a significant
adult (motherfather) Can greatly influence what a young child
learns from programs
Unfortunately, however, as Greenberg et al. (1972)
concluded, TV viewing is generally not accompanied by any
significant family communication directed toward the medium or its
content. Of course, it is argued that even co-viewing occurs, it
is still difficult to find out whether interaction will take
place. In this study, it was estimated that about 2 hours of co-
viewing per day were reported by the parents. But the problem is
whether a high incidence of discussion of TV advertising will be
made or not. So this finding perhaps would be useful to those who
are interested in this area in the later studies.
III. BEHAVIOUR
The third dependent variable which was investigated in
this research was children's requests of their parents for the
purchase of TV commercials' products, a behavioural effect of
great interest to parents, advertisers, and critics alike. The
frequency of purchase requests correlated positively with the
child's exposure to TV( t=4.10, p 0.05), confirming the claim
that exposure to TV commercials stimulates purchase requests. In
some form, TV advertising surely affects children's learning about
the consumer's products. Parents report that children readily
learn brand-names and jingles from TV advertising. (Caron and
Ward, 1975; Ward et. al., 1977).
But what is the nature of TV advertising's contribution
to child's buying behaviour? Are they the blind puppets of
advertisers?Ward, Wackman and Wartella (1977) sought to define
consumer behaviour in terms of certain information-processing
skills. Later the authors found that children infbrmation-
processing skills were strongly related to children's age and
level of cognitive ability. However the relationship of TV
advertising to the acquisition of these skills was not at all
clear or consistent.
Product purchase requests were also found to correlate
positively with parent-child communication. This relationship no
doubt reflects the opportunity for making such requests which
exist when communication between the two parties is frequent. It
is evident that Atkins (1975) showed that adolescents from
families with high level of communication about consumption held
more materialistics value and more accepting of advertising and
make more product purchase request. One might theorize further
that frequent communication creates on the part of the child a
perception of receptivity of his parent to purchase requests. This
in turn might stimulate them to make such requests.
A similar finding by Ward and Wackman (1971) suggested
that a positive correlation was found between purchase requests
and parental exposure to TV advertising. It was said that mothers
who spent more time watching TV, and those who had a positive
attitude towards TV advertising yield more often to children's
buying attempts. However, researchers on parental influence may be
rather cultural bound due to difference in family structures anc
socialization processes. For example, many traditional Chinese
parents play a very dominating role in the family will normally
exercise more control on children in Hong Kong. Naturally, the
child's buying behaviour would be spontaneously affected.
In summary, it was found that the product purchase
requests made by the children were not always accepted, as viewed
by both parents and children. But it is interesting to note that
the types of product that children tend to request are food and
sport. Are these kinds of TV advertising more appealing and
successful than the others? In fact,children's purchase requests
provide a good opportunity for parental teaching about
consumption. This focus, however, has not been pursued in
research. It would seem, for example, that parents' responses to
children's requests could help to teach the child about the
realistic of buying- whether explicitly or implicitly. In Atkin's
survey (1975g), the most frequent reason for parental denial was
'expensive' followed by 'poor value'. Very few parents say no
without explanation. The writer believes that it would be a
meaningful topic to be explored.
Finally, there are no firm data to demonstrate that the
purchase request of the children, including exposure to TV
advertising, havG a direct impart on later adult behaviour.
IV. I IMITATIONS
As with any research effort,certain limitations on the
interpretation of the results must be recognized. First, the
sample size of about 600 is not large enough for the target
population consisting of all the Form -one students in Hnnn Knnn
The sample is not a randomized one because the sample is drawn on
those which are cooperative with the researcher and thus not much
choice is available to achieve a randomized sample and it may, of
course, reduce its validity for application. Besides, it is also
not easy to control other variables such as social status, family
income and family size etc. which may have impact on this study.
So there mav he nrohlemc of nnrenre;entat i ve camnle;
Another area of potential limitation is that of
measurement. The measurement of cognition presents a problem.
Inasmuch the measurement instrument was modified and developed in
conjunction with this research effort and used here for the first
time in Hong Kong, its validity or reliability has to be
established in future research.
In addition, the older children who are used as the
subjects in this study. They may more readily deny being
influenced by TV and TV advertising, than do younger children.
These differences can be due to a learned social desirability bias
in the responses of the older but not the younger children. The
problem of a social desirability bias in self-reports is an
important one as well, when mothers are the survey respondents:
Robertson and Rossiter, (1975a) indicated that compared to the
responses .of their children, parents (1) underestimated their
children's total viewing time, (2) overestimated the amount of co-
viewing, (3) overestimated parent-child communication, and (4)
underestimated their children's susceptibility bias underlines the
general pattern of idealized reporting of TV control by parents.
Finally, one may take issues with the chosen
methodology of this study. Inherent limitations include an
inability to control extraneous variables as they might be
controlled in a laboratory setting and the inability to assess
processes over time. Some of these limitations are felt to be
partially offset by the pilot study that has been held in
November,1987.
Most of the limitations identified here are properly
regarded as potential limitations as they involve uncertainties
which may or may not be operational. It is hoped that this
research will help to shed some light on our understanding of the
impact of TV advertising on children.
CHAPTER 6
CONCLUSION AND RECOMMENDATIONS
This research sought to explore the relationship, if
any, between exposure to TV advertising and certain representative
cognitive,attitudinal; and behavioural variables. In addition, it
sought to explore the possible relationships between parental
influence and these dependent variables. This study employed a
sample composed of Form-one students and their parents from seven
subsidized secondary schools in Hong Kong.
Evidence was generated to support the hypothesis that
exposure to TV and TV advertising is positively related to the
frequency with which children make product purchase requests of
their parents. However hypotheses linking exposures to non-
behavioural effects were not strongly supported.
Ross, Campbell, Wright, Huston, Rice and Turk (1981)
discussed the impact of TV advertising that if an understanding of
the selling intent and strategies of TV commercials and a
corollary distrust of them is sufficient defense. Older children
should be less influenced by extraneous information in a
commercial, such as the use of a racing car celebrity or real
racing footage in selling a toy racing car. In fact, manipulating
the presence or absence of these extraneous factors in commercials
shown to older and younger children, resulted in a main exposure
effects: the celebrity endorser and real racing footage were
effective regardless of the age of the children. Older children
were no more accurate than younger children in processing the
extraneous information presented in the commercials.
The researchers concluded that at least in this TV
viewing situation, the older children failed to employ the TV
related cognitive defenses they may have acquired. What children
may know about TV commercials (or at least so respond in direct
questioning)is not necessarily the critical dimension in assessing
their abilities to cope with the persuasive messages coming at
them.
On the other hand, Krugman(1965) believed that
behavioural change can precede attitudinal and cognitive change.
If this is the case, it might offer some potential for explaining
the pattern of exposure-related results encountered in this study.
Among these Form-one students (within a narrow age-group), perhaps
the behavioral impact of TV advertising takes precedence (both in
terms of chronology and magnitude) over attitudinal and cognitive
impact. So when and how is the persuasive intent and biased
information in the TV advertising likely to be salient for a child
viewer? Additional research is necessary to test this
proposition.
Another significant evidence was found to support the
hypothesis that parents exert some influence over their children's
attitudes appear to be influenced by the attitudes of their
parents, which are no doubt communicated in part through parental
efforts to control the child's viewing habits. However, little is
known about the full process by which influence functions, and
here also there is a need for additional (preferably longitudinal)
research.
In addition to these primary contributions,other issues
have to be taken into considerations,such as the effects of
intelligence and sex on children's attitude toward TV advertising,
the effects of broader programming alternatives through the
presence of cable TV in the very near future etc.
In this study, it is not the intention of the
researcher to examine a large network of variables together with
their interactions. It is only hoped that this effort has expanded
somewhat our understanding of certain specific relationship in
this area,as well as contributing to a better overall conception
of the parental influence and the TV commercial stimulus. As Ward
et al.(1977) noted that it is merely an implicit suggestion that
reality is best explained by an array of influences and not a
single causal factor.
Lastly, the writer felt that the importance of Family
education can never be neglected in the impact of TV advertising
on children. Yam (1987) often postulated that the need for the
parents to participate in educating the child's viewing behaviour
is very important. In other words, at any time the educators,
teachers and parents should always be alert to the qualities and
quantities of those advertising being shown on Television children
programs. It is recommended that some sort of parent-teacher
association (like those in UK USA) will be set up to look into
this matter with concern. Evaluation and suggestion should be
made regularly to the Government or the Broadcasting Authority
whenever necessary. So it is time for our educational system to
reflect the messages of these mass media with which children and
adults spend a large part of their lives.
Recommendations for future Research
In reviewing the findings of this study, one is made
aware of the fact that some basic questions remain unanswered
regarding the effect of TV advertising on Form-one students. For
example, exposure with or without a certain level of attention is
not a significant variable with respect to the cognitive effects.
There may be certain antecedent conditions necessary (e.g.
attention or intelligence) for exposure to have some effect on the
variables measured. Research is needed to determine if this is the
case, and if it is what the antecedents are. If exposure to TV
advertising is not a significant influence on cognition or
attitude, research is needed to explore the process by which they
develop.
More attention should also be directed at the
measurement of both cognition and exposure. Measuring short term
exposure in a laboratory setting may not give a good indication of
habitual viewing. On the other hand, questioning the parent or the
child about usual viewing habits may not be very accurate
either. However, it was assumed in this study that any bias in the
estimates of exposure would be reasonably uniform across subjects.
In the formation of a child's attitude toward
advertising, there seems to have a relationship between exposure
and attitude. How does the process work and what are the key
influences on it? It was found in this study that children's
attitudes were related to those of their parents, what roles are
played by peers and other variables, such as teachers, other media
etc., in this process? What is the significance of the specific
content of commercial in the development of attitudes towards TV
advertising in general? Perhaps attitude formation and attitude
intensity should be explored independently. Finally, it may be
useful to determine the importance of TV advertising in regard to
other attitudes, such as sex-role attitude, occupational attitude
etc., especially those which may have a more enduring and profound
effect on child's life than the child's 'like' and 'dislike'
attitude towards TV commercials.
The behavioural variable measured in this study (i.e.,
purchase requests) was found to be related to, communication.
Perhaps, it was the most productive target of this inquiry. Yet
some other related areas should also be explored. For example, it
would be useful to study the exposure-purchase request
relationship over time. Advertisers would, no doubt, to
investigate more about the relationship of parental exposure to
parents' attitudes towards purchase requests by their children. In
the spectrum of child psychology, many educators would like to
know, to what extent, the frequency of purchase request is the
result of a learning process involving parental behaviours. It
would also be interesting to explore the relationships of purchase
requests to parental yielding across relevant product categories.
Based on the above analysis, some contributions in the
area of variable formulation and measurement should be studied.
In summary, it is hoped that the following
recommendations will help to shed some light on future related
research.
1. A longitudinal study will be more informative and a better
method in examining the cognitive and attitudinal changes
of the children in Hong Kong.
2. The school would be called upon to give new directions in
the curriculum so as to provide a knowledge base for this
TV medium which has concerned the growth and development
of the child in Hong Kong.
3 The Hong Kong Government should set up an Ad Hoc committee
(seeking advice and opinion from all walks of lives such as
parents, teachers, psychologists and social workers) for
continuous evaluation on TV programs and TV advertising.
4. Age and time are two very important variables in determining
the reliability and validity of the test. So special caution
is necessary.
5. More effort should be given to study the positive aspects
of TV advertising on children in Hong Kong.
APPENDIX I
CONTROL ON TV ADVERTISING
Advertising has a large responsibi1ity within our
communicative system and is a highly visible and important
stimulus affecting all walks of lives. For as long as TV
commercial continues to exercise its influence on
cognition,attitude and behaviour of children, the TV advertising
is clearly a potential source of conflict between parents and
children. If children, stimulated by a commercial, request their
parents to purchase goods which are thought by their parents to be
unnecessary, too expensive, or perhaps simply undesirable, then
conflict which otherwise would not have occurred may
ensure.(Robertson, T.S.' J.R. Rossiter, 1977) Therefore some form
of regulation is not only necessary but absolutely essential to
ensure a high and responsible standard of TV advertising in order
to safeguard the children.
In America, a group called Action for Children's
Television (ACT) has arisen in 1968 to encourage more
discriminatory viewing, to help parents educators use TV
constructively with their children, and to campaign to improve the
quality of children's programs and TV advertising. However, a
group of concerned parents from ACT submitted a petition to the
Federal Communication Commission (FCC) in 1970 claiming that most
TV programs and Advertising aimed at children was potentially
harmful to them. (Melody, 1973) Then, in 1974, FCC received over
100,000 letters commenting on advertising practices in children
TV, of which 90% were negative. Their concerns are: there shall be
no sponsorship and no commercials on children's TV; no performer
shall be permitted to use or mention brand names during children's
programmes, nor shall such names be included in any way during
children's programs. On the basis of these complaints, the FCC
made it the essence of a rule-making notice.
Well, acknowledging the problems of excessive
commercialization current advertisina Dractices. the FCC Dointed
out the importance of parent child relationship and the
responsibi1ity of Government and marketers to provide programs and
commercials that are designed to educate and inform children.
Now then, here in Hong Kong, though most of the rules
regulations are originated from the IndeDendent Broadcasting
Authority (IBA) in the United Kingdom (IP, 1987), the control on
advertising can be discussed from 2 dimensions: the legal control
by the Government the advertising self-regulation.
Ciirrpnt. Reaul at.ions in Hona Koni
In HK, active control on advertising exists only in the
TV and radio media as enforced by the TV and entertainment
licensing authority (TVLA). Unlike those in America Europe,
parents in Hong Kong have played little attention to the policy of
TV advertising here. So, it is the duty of TVLA to work hand in
hand with the Consumer Council in keeping the situation under
control. Whereas the TVLA is concerned primarily with the
presentation of a TV advertisement with reference to such matters
as violence,sex, and political implication, the advice of the
Consumer Council is frequently sought in regard to the
plausibility of its contents from the consumer's point of view
before the advertisement can be put on the screen. The Council
also refers complaints to TVLA whenever an advertisement is
suspected or substantiated to be false or misleading. This sort
of arrangement has worked very effectively to maintain a
reasonably high degree of truthfulness in TV advertisements.
However, recently TVLA will have to undergo certain changes and
reforms. Due to the advice and suggestion made by Broadcasting
Review Board in 1985, a new, independent and non-governmental
called Broadcasting Authority has been set up in September, 1987.
The protection for the children rests in basic principle
which governs all TV advertising- it must be legal, clean,honest
and truthful.(Report of the Broadcasting Review Board,1985)Every
TV commercial script has to be checked by TVLA prior to production
and screening and has to meet even more stringent standards than
entertainment programmes. (Television Ordinance ,section 14) Each
year TVLA handles over four thousand TV commercial scripts and
storybroads,and much time is spent in checking claims,background
information and statistics put forward in support of the
advertisement.
To further protect TV audience, TVLA can withdraw
approval already given to an advertisement if the advertisement
has contravened the 1 aid-down Code of Practice 2 (TV Advertising
Standards,Revised Edition 1983),or if any claim made in the
advertisement has been successfully challenged and proved invalid
by the public or any organization. Furthermore,the license of TV
station will be expired if the licensee receives more than 3
warnings from the'TVLA concerning about the advertisements.
The Association of Accredited Advertising Agents of HK
has also set up code of advertising standards for its members. The
Code of Advertising Practice follows the International Chamber of
Commerce Code. This code begins with a general guidance for
presenting truthful and honest advertising, then specific
provisions are given to advertising of other product categories
which are liable to exaggerating claims, or the misuse of which
can cause hazards to health.
At present, in HK, not all advertising agencies are
members of the Association of Accredited advertising agents of HK.
The conducts of non-members agencies may not follow the code of
advertising standards set by the association. Although the work of
the TVA at the moment is doing a quite satisfactory job.
However,there is no good control on all TV advertising. There is
too much freedom for advertiser to speak whatever they can dream
up. It will be hazardous to children because of their natural
credulity and vulnerability. They tend to believe the over-claims
of the advertisers which eventually will cause them to purchase
such product, to lose money or even lives.
Therefore, the Report of the Broadcasting Review
Board(1985) suggests a total ban on all forms of tobacco
advertising on TV and radio in 1990. Sponsorship of programmes by
companies involved in the production or sale of tobacco products
should require the prior permission of the Broadcasting Authority.
The Board has no doubt that such TV advertising, most of which
glamourizes the use of tobacco, through skillfully produced
advertisements, does convey the message, particularly to young
persons, that smoking is an enjoyable, sophisticated and socially
acceptable activity pursued by attractive, dynamic and affluent
people. Bearing this in mind, the Board has no doubt that tobacco
advertising is intended to, and does create a climate of
acceptance of cigarettes and other tobacco products in the
community.
This information was obtained in an interview with the
officer (Mr. Ip) of the Television and Entertainment Licensing
Authority in 1987.
-AbpoWX Ji
學 生 問 卷
此 研 究 的 目 的 是 希 望 了 解 電 視 廣 告 對 兒 童 之 彩 潘 ， 並 藉 此 探 財 家 庭 在 這 方 面
演 的 角 色 。 有 闋 一 切 資 料 均 絕 對 保 密 ， 敬 希 合 作 ， 證 此 致 謝 ！
下 列 是 一 些 有 闋 電 視 廣 告 的 問 題 ， 讅 你 考 盧 淸 楚 後 作 答 ， 如 遇 選 擇 題 則 請 看
斤 有 題 目 後 方 作 答 ， 並 在 適 合 答 案 上 该 上 ， 號 。





看 雷 視 習 慣
首 先 我 想 知 道 你 通 常 看 什 麼 雷 視 節 目 ， 只 看 遇 一 兩 次 的 節 目 不 算 ， 我 只 想
知 你 每 星 期 六 及 星 期 日 經 常 看 的 節 目 旁 加 上 ， 號 。 〖 或 只 看 了 節 目 的 一 半 也 可 作



















































































































































伤 平 均 每 日 看 多 少 小 時 的 電 視 ？
你 是 否 喜 歡 看 霄 視 廢 告
在 播 映 電 視 廣 告 時 ， 我 龠
八 . 酷
轉 台
“ 啟 其 他 事 （ 例 如 上 洗 手 間 ）
丄 腿
在 一 況 下 有 人 陪 你 一 同 看 電 視 ？
如 果 有 ， 他 們 是 誰 ？ 一
是 否































我 認 為 霄 視 廣 告 所 說 的 都 是 寥 實
我 煢 得 大 多 數 的 電 視 廣 告 的 内 容 意 識 是 泜 劣 的
我 覺 得 有 些 電 視 廣 告 的 商 品 令 人 憎 惡
我 比 較 喜 歡 看 電 視 廣 告 多 於 看 電 視 節 目
我 認 為 電 複 廣 告 所 說 的 都 值 得 信 賴
我 認 為 電 視 廣 告 所 宣 傳 的 都 不 鹽 不 寶
我 認 為 多 看 霄 視 廣 告 可 增 進 知 織
我 認 為 大 部 份 楚 視 廣 告 促 使 人 捫 追 尋 豪 華 的 生 活
我 認 為 多 看 赏 視 廣 告 會 蔭 使 人 去 購 賈 不 需 要 的 商 品












… 下 是 一 些 翳 於 電 視 和 廣 告 的 句 子 。 鑛 讓 每 ， 想 想 究 竟 两 說 是 否 屬 資 。
若 是 就 在 句 子 旁 的 空 格 内 寫 上 一 儀 ， ， 若 否 就 在 適 當 的 空 格 内 读












以 爾 臓 分 辨 越 之 竄
商 人 要 付 鐵 给 露 視 台 ， 他 豹 的 商 品 才 可 以 在 電 視 出 現
多 人 喜 歡 的 霄 視 廣 告 一 般 有 更 高 的 可 信 姓 和 真 賞 柱
電 視 廣 告 可 以 提 高 我 嫌 擺 文 程 度 及 說 話 能 力
沒 有 廣 告 贊 助 的 霄 視 節 目 會 被 停 播 或 取 消
電 視 有 廣 告 ， 因 為 資 廣 告 的 公 司 希 望 你 生 活 得 更 好
― 間 玩 具 公 司 寧 可 在 早 上 九 時 以 後 賣 廣 告 比 在 下 午 七 時
後 資 廣 告 更 效
楚 視 廣 告 可 助 我 捫 分 析 不 同 産 品 在 品 質 上 的 差 别
， 多 贾 廣 告 的 産 品 表 示 該 等 産 品 很 受 ，














然 後 依 其 内 容 分 析 ， 在 你 認 為 適 當 的 空 格 中 一 出 一 包 或 多 偟 造
88










































































































為 （ 通 芥 的 劳 顶 上 ,
猓 镔 斷 中 很 少 辦
1.
推 銷 的 産 品
2,






髏 育 甩 品





八 广 定 被 接 納
大 部 份 時 間 被 接 納






家 長 和 我 统 到 意 識 不 良 的 廣 告 不 睡 在 電 視 中 出 笑
家 長 和 我 一 起 看 鹋 時 你 會 討 綸 一 些 大 家 瞧
II
家 長 會 使 我 明 白 電 視 廣 告 産 品 的 可 箨 性
我 要 家 長 分 析 及 說 明 资 告 的 意 思
家 長 和 我 討 餘 節 目 有 多 少 廣 告
家 驗 雖 昆
家 長 告 訴 我 雷 視 廣 告 中 的 産 品 是 不 適 合 我 朽 選 ！











、 衮 层 對 孑 女 翁 篮 箱 的 费






















家 長 問 ，
nrrrn?. M f
二
此 研 究 的 目 的 是 希 望 了 解 霄 視 廣 告 對 兒 童 之 彩 想 ， 並 藉 此 探 时 家 庭 在 這 方 西
角 色 。 有 闋 一 切 資 料 均 絕 對 保 密 ， 敬 希 合 作 ， 謹 此 致 謝 ！
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, 和 看 飭 目 時 一 樣 留 心
, 比 看 節 目 時 少 些 留 七
， 不着廣告 MR5
： ‘ 斟 魏 廯 告 纖 ！
答 下 面 幾 條 問 題 時 ， 請 回 想 最 近 看 遇 的 電 視 慶 告 ， 我 們 想 知 道 你 對 看 過 序
咖 目 -
以 下 是 一 些 闋 於 霄 視 廣 告 的 句 子 ， 讅 细 讚 每 一 句 ， 然 後 選 出 最 接 近 你 的 羞
見的答案：
魏 醜 思 ：
I
2,
我 资 得 有 些 電 視 廣 告 的 商 品 令 人 憎 惡
七 我 比 較 喜 歡 看 電 視 廣 告 多 於 看 電 視 節 目
我 認 為 窗 視 廣 告 所 說 的 都 值 得 信 雜
我 認 為 赏 視 廣 告 所 宣 傅 的 都 不 盡 不 簧
7,8





















經 常 間 中 很 少 沒 有








； . 你 會 使 子 女 明 白 電 視 廣 告 産 品 的 可 靠 性
“6

















經 常 間 中 很 少 永 不
， , 我 譲 子 女 自 己 決 定 看 樓 一 键 露 視 節 目
、 ， , 我 規 定孩 子 每 一 次 翁雷 視 的 時 間
； . 我 不 淮 許 孩 子 看 某 些 電 視 節 目 ， 雖 然 他 ， 娩 可 能 喜 歡 看
， 賺 孩 ？ 觀 視
、 我 不 准 許 孩 子 看 電 視 作 為 懲 罰
， . 我 不 鹿 許 孩 子 在 考 試 期 間 看 雷 視
會 孩 子 看 電 視 時 ， 我 會 留 意 他 ， 挖 看 什 麼 節 目
、 賊 孩 槐 不 窿 該 看 職













經 常 間 中 很 少 沒 有
1







糖 果 、 食 品 和 飲 品
撞 育 甩 品
I









餌 人 資 料






中 一 至 中 三








GUIDELINES FOR TELEPHONE INTERVIEW GIVEN TO PARENTS
Ten samples are randomly selected from each cooperative
school. Information gathered from the telephone check are used to
clarify whether there is any discrepancy between the verbal
responses from parents and the written responses given in the
questionnaire. If any problematic and inconsistent items are
found, deletion is made in order to guarantee a better reliability
of the test.
Five set questions are given to the research-assistants
beforehand as to standardize the format and enhance more precise
answers to the required items. They are as follows:
1. How much time do you spend on watching TV?
2. Do your children like to watch TV and TV advertising? How many
hours do they spend on watching TV a day?
3. Do you allow your children to watch TV after 8 p.m.? Why?
4. Do you like TV advertising? Why?
5. Do you buy the TV advertised products when your children make
a request?
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